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THE FIRST AND ONLY FARM 
AND GARDEN TOOLS WITH EYE 
APPEAL AND LONGER LIFE! 


Will you 
be the FIRST 
DEALER to show 
this line to YOUR 
CUSTOMERS? 


If you have not yet received full 
details from your jobber, 
write us at once! 

















RENEWABLE 


for longer life. The 
number of the Right 
Repair Handle, which is 
guaranteed to give the 
repaired tool the same 
“hang” and “feel” as 
the original tool, is 
permanently stamped in 
every tool. 
















VISIBLY SUPERIOR ©. ™®, 
in polish, finish and packaging 
— plus Gold Metal Labels oF 
and uniformly “All -White? 
Handles. This eye appeal, — 





















now added to quality, 
sells tools. 









THE UNION FORK & HOE COMPANY 


of Quality Steel Goods for Over 35 Years — COLUMBUS, phigh JACKSON, MISS. — FRANKFORT, N. Y. 
52 s: H. J. McCarty, 253 Bro sheer, i. ¥. CRLEIREIET. Revntes ., Los Angeles; Henry Keidel & Co., Baltimor 






























TOOLS 


OF THE 


MOnTH 


OT 


e Three leaders in popularity. 
Genuine True Temper Quality 
—fitted, finished and tempered 
with craftsman’s care—to insure 
users the utmost satisfaction 


and larger profit for you. 


Feature these tools for March 
with the wide variety of store 
display helps we furnish free. 
Write for them today. If your 
‘Taue Tempe| True TemPeR)| jobber cannot fill orders for 


FORKS | sHOwELs | these tools, write us and 

HOES AXES ii " 

annes HAMMERS |] we will send name of 

' HATCHETS | 2 a 

CULTIVATORS ; | nearest distributor. 
SEEQERS FISHING RODs | 


a Ne cae. | 4) THE AMERICAN FORK 
ms & HOE COMPANY 


Makers of Essential Tools 
CLEVELAND . OHIO 








* Prices slightly higher west of Denver. 





TNARDWARE AGE 


Hardware Aye, published every other Thursday by Chilton Co. (Ine. ), y wey and 56th Sts., Philadelphia, Pa. Ent:red aa second- 4 matter March 24, 1933, at the Post 
Office at Philadelphia under the Act of March 3, 1879. (Printed in U. ) $1.00 per year. Single copies 15¢ each. Vol. 137, Ne. 











ee 





——— 














ARMED VIGILANCE 
WAS THE PRICE OF 
SECURITY 





- 1 STAND GUARD 


y/, 24 HOURS 
\ j ag Sp: onan 
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TELLING 
10,000,000 
FEO PrLE 


EVERY MONTH 


OWERFUL, interesting ad- 
Prerisement impress the 

story of YALE Security and 
Dependability upon a tremen- 
dous audience. They are seen 
by people in every community, 
by families who are customers 
of hardware merchants...your 
customers. 





















































































































































































































































































































































Take full advantage of our con- 
sistent advertising campaign. 
Keep the name YALE promi- 
nently displayed. Let people 
knowthat yourstoreistheplace 
to buy YALE Auxiliary Locks, 
Padlocks and Door Closers. 
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THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 


FEBRUARY 13, 1936 





The 
LOWEST 
PRICED 


PUMPING UNITS 
a pen 


1150 Series — 250 Gal. Per 
Hour. 

Special “Water Lubricated” 
bearings. Very economical 
and trouble-free operation. 
Furnished with 8, 20 or 42 
gal. tanks. 

These models, as well as 
larger models, are equipped 
with gas engines. 

FRESH WATER SYSTEMS, 
1150 F.W.—lIdeal for use at 
summer camps and cottages 
where large storage capaci- 
ties are not required. 

DEEP WELL — Dorward 
Red Jacket Deep Well Water 
Systems are outstanding with 
“more power per inch of 
stroke,” making them the 
most economical pump on 
the market. Capacities up to 
10,000 gallons per hour. 


EFFICIENCY AND DEPENDABILITY 


of operation is the attained goal in all Red 
Jacket Pumps and Wester Systems. 


Precision workmanship, unsurpassed quality of 
materials and world-wide prestige of over 50 
years’ experience as a pump manufacturer, 
make Red Jacket Pumps easy to sell. 


Jobbers and Dealers everywhere recognize these 
Selling Advantages. 


Make 1936 your largest Water 
System Year. Inquire today about 
Red Jacket large dealer discounts. 


Red Jacket 
shallow well 
water systems © 


1148 Series—240 Gal. Per 


Hour. 


This Pump is adaptable to 
all size tanks and very 
practical and economical 
where only a small amount 
of water is required. Ex- 
tra large bearing surface, 
bronze bearings. Stain- 
less steel piston rod, 
plunger easily removed. 


1153 Series — 350 Gal. Per 
Hour. 
1155 Series — 500 Gal. Per 
Hour. 


Bronze main bearings lubricated 
by splash system. Heavy steel 
shaft. Extra long bronze cross- 
head. Stainless steel piston rod 
and hardened steel wrist pin. 


Sturdy, compact units, that give 
unfailing service, and, like all Red 
Jacket products, are fully guar- 
anteed. 


New 1936 Catalogs—FREE 


Just off the .press. One for 
Water Systems — another for 
Hand Pumps. 


Write Today for your copies. 


Red Jacket Manufacturing 
Company 
Davenport, Iowa 
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PRODUCT IS KNOWN by the COMPANY IT KEEPS 


Progressive companies in many fields are now wrapping and 
sealing their products in Cellophane, but in each field there 
has been one pioneer to lead the way. Panther and’Dragon 
were the first commercial tapes to adopt this protective 
sheathing, a step in keeping with their policy of leadership— 
a leadership extending from the superior qualities of the’ 
tape itself to the Modern way of packaging and merchandis- 
ing it. A product is known by the company it keeps, and 
hardware dealers everywhere know that it pays to stock 


a leader. 
HAZARD INSULATED WIRE WORKS 
THE OKONITE COMPANY 
Factories: Wilkes-Barre, Pa. Passaic, N. J. 
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IN THE SATURDAY EVENING POST 


MARCH 28, 1936 


THE SATURDAY EVENING POST March 28, 1936 


Styled for the young ideas of a new age, the beautiful new 
Florence Table Top and Console Oil Ranges open the way to 
a truly modern kitchen. Built to serve faithfully for years to 
come, they embody the refinements of 64 years’ experience. 

Better looking, in gleaming porcelain enamel, with fully 
rounded corners and edges—easily kept spotless. 

Better cooking, with five powerful wickless kerosene burners 
that focus the heat directly on the cooking. They bring you the 
convenience of gas, economy of oil. Better baking and roast- 
ing, too, in the extra large oven, fully insulated with rock 
wool; porcelain lined; with Fingertip Heat Control, depend- 
able thermometer. Easily regulated for avy cooking need: quick 
and hot or mild and gentle. 

Reliable Florence Dealers everywhere are showing these 
beautiful new oil ranges: Table Top models with paneled 
front, Console models with closed or open front—finished in 
gleaming porcelain enamel. See these and other models for 
every need and purse. Ask about the Florence Budger Plan. 
Send today for the big booklet that illustrates the great line 
of Florence Oil Ranges. It contains new and practical recipes, 
and interesting full-color suggestions on kitchen decoration. 
The coupon brings it to you— free. 


THE MOST BEAUTIFUL OIL RANGES 
EVER OFFERED THE AMERICAN HOME 





At the right is shown the new Florence Table 
Top Oil Range in full porcelain enamel, white 
orivory. The new Console model, shown above, 
is porcelain finished in white, buff and ivory, 
or green and ivory. Each type has handles 
of black bakelite, chromium trimmed. 











Qn 





Florence Stove Co., Dept. Ce) 


Gardner, Mass. 
Please send free booklet to 


Florence Oil Ranges |=... 


© 1936 by F. S. Co. 














STORE DISPLAY 


You can get more oil 
range and gas range 
business with a STORE 
DISPLAY like this. The 
big Florence line offers 
models for every need 
and purse—sales to 
every stove prospect! 


WINDOW 
MATERIAL 


You can sell ’em on the 

sidewalk with a Flor- ? Wn fore oy sivas 
ence Window. The pho- ; ae ae 

to below shows some of <> 

the new free window 
trim that will be given 
Florence Dealers. Put in 
Florence Table Top and 
Console Oil Ranges 
and tie up your windows 
with Florence National 
Advertising. 
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D415 FLORENCE 





(nl RANGE 
HISTORY 


FLORENCE 


OUT FRONT 


the cut-out figures, the open book display, the twenty- 
foot roll of colorful crepe 


National advertising has made FLORENCE a house- 
hold name—and is making Florence Sales a source of 





dependable business for dealers everywhere. 

The advertisement reproduced on the opposite 
page will make the New Florence Oil Ranges front 
page news to nearly three million families. And this ad 
is not alone. It is only part of the huge Florence national 
advertising campaign of forty-three million messages, 
directed into the best oil stove markets, designed to 
show the beautiful new Florence Table Top and Con- 
sole Oil Ranges to millions of old customers and new 
prospects who are about ready to buy! 

Get your share of this ready market by putting in 
a Florence Window. Use the big blow-up poster that 
reproduces THE SATURDAY EVENING POST page. Use 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; West- 
ern Offices and Plant, Kankakee, IIl.; Sales Offices: 
Merchandise Mart, Chicago; New York, Boston, 
Atlanta, Dallas, Detroit and San Francisco. 


Back up your windows with a Florence Stove De- 
partment in the store—‘‘a model for every need and 
purse.” Lead off with the beautiful new Table Top 
and Console Oil Ranges—the “front page news” to 
oil stove users everywhere. Select the rest of the line 
to meet the needs of your trade: Wickless and Wick- 
type Oil Ranges and Stoves, including the handsome 
new Cabinet model; Gasoline Pressure Ranges; and a 
splendid line of Florence Gas Ranges. 

Send for a copy of the big portfolio—“FLORENCE 
in 1936.” It tells about the complete campaign, which 
includes a big direct mail piece for your use. And ask 
about the Florence Budget Plan. 


ORENCE 


RANGES 


- GAS RANGES + HEATERS - RANGE BURNERS 




















The big range news . . . the big profit news 
... Allen Air-Seal construction—Allen Stream- 
line beauty. 19 revolutionary features put 
this range in the undisputed forefront for 
1936 sales and profits. 


ALLEN AIR-SEAL 
Streamline RANGE 


Thrillingly new . . . sensationally different! The only 
range in the world with the new patented Air-Seal body 
that seals the heat in the oven. . . sets new standards of 
heating speed . . . new fuel economy . . . protects and 

























preserves the fine two-tone porcelain finish. 





The Allen Air-Seal starts buying action. Its spark- 
ling beauty and exclusive, appealing features close sales 


on the spot. It will make 1936 BUYERS out of thou- 
sands of 1937 prospects. 


ALLEN JOBBERS ~ i 
ssieieel aman a A Sales Plan That Will SELL Them! 
Prescott & Company Hall Hardware Co. 

~” . ~ . 
CLEVELAND, OHIO PLATTSBURG, N. Y. Get the start on competition. Write today for full de- 
The Geo. Worthington Co. A. H. Marshall Co., Inc. F ahs 
DES MOINES, IOWA ST. JOSEPH, MISSOURI tails of this new wonder range and the merchandising 
Brown-Camp Hardware Co. Wyeth Hdwe. & Mfg. Co. Z P 
EVANSVILLE, INDIANA SAN FRANCISCO, CAL. plan that will put them in the homes of your customers. 
Small & Schelosky Co. A. D. Wunder Co. 
MILWAUKEE, WISCONSIN SPOKANE, WASHINGTON 
John Pritzlaff Hdwe. Co. Jensen-Byrd Company 


ALLEN MANUFACTURING CO. 





NASHVILLE, TENNESSEE. 


HARDWARE AGE 








Wide World Photos 





The exclusive contracts for the brushes to paint the 
new giant San Francisco-Oakland Bay Bridge! 


Once again Rubberset’s quality stands out! Once again alone. It is further testimony that these brushes, made 
the industry’s leader shows the way! with the finest of imported bristles, permanently and 
California’s huge San Francisco-Oakland Bay Bridge positively set in hard rubber by the often-imitated- 


will be painted in 1936 with Rubberset Brushes 
— and only Rubberset Brushes! One hundred 











but-never-duplicated Rubberset Process—once 


ONLY A again are recognized as the fmest paint brushes 











and fifty dozen Rubberset No. 35 leather BRUSH THAT that money can buy. 

bound stucco brushes will spread the paint IS TRADE MARKED REMEMBER THIS: WHATEVER THE 
on every cable and tower, every stanchion RU BBERS ET JOB, HOWEVER BIG OR HOWEVER 
and support on this world-famous span. iS A GENUINE 


DELICATE, THERE’S A LONG-LIFE 
RUBBERSET BRUSH THAT YOU CAN 
DEPEND ON TO DO IT FOR YOU! 


We are very pleased with this order. 
Naturally. But the real satisfaction comes 
with this further proof that Rubberset stands 


RUBBERSET COMPANY 


PAINT BRUSH DIVISION—56 FERRY STREET, NEWARK,N. J. 


ESTABLISHED 1873 


RUBBERSET 
BRUSH 






N Ow UNDER THE OWNERSHIP OF BRISTOL -MYERS co. 
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UNITED STATES STEEL ‘Us 


SAVE TIME AND MONEY—ORDER IN MIXED CAR LOTS 


GENUINE AMERICAN FENCE 


Medium Hard Wire...Tough and Sturdy 











AMERICAN BANNER 
STEEL FENCE POSTS 


Self-Anchoring... 
One Man Does the Job 


Built like a railroad rail— 
made of tough new steel to 
provide a lifetime of service. 
Large slit wing anchor roots 
the post into the ground as 
it is driven. No holes to dig 
—no tamping. Anchors 
solid as 4 rock in any soil. 
Closely-spaced wire notches 
permit wire to be fastened 
to post exactly where it 
crosses post. Seven clamps 
furnished free with each 











post. Furnished in 5, 6, 7, It's not by accident that there is more genuine Amer- 

7'2and Bit. lengths—either 

painted orange or gal- ican fence in use today than any other brand. Farmers 

vanized. Painted posts fin- 

ished with heavy coat of know that American has got what it takes to stand the 

special steel paint baked on 

under high temperature. gaff. Every fence feature your farm trade wants. 

IDEAL U FENCE POSTS Made of the best materials by wire fence experts 
A Good Seller who've been making good fence for over 40 years. 

Everywhere 


Siten nen cnt mea Every style, size, and gauge. Every roll guaranteed 


Made of new special steel. 
Patented anchor plate grips 
the soil—assures rigid and : : 
tight fence line. No holes dle a better, more profitable fence than American! 
to dig. One man does the 
job complete. Painted 
green; furnished in same 
lengths as Orange Banner. 


full weight, full gauge and full length. You can’t han- 


Ordinary zinc coating 

rough, peels easily, ex- 

posing wire to damage 
of weather. 


American zinc coating, 
smooth and even, re- 
sists attacks of weather. 

















AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago, Illinois American stay 


TENNESSEE COAL, IRON AND R. R. COMPANY — 


teed to be 
Birmingham, Alabama 


either 6 or 12 
COLUMBIA STEEL COMPANY 


inches apart. 
San Francisco, California 


American Weather 
curves take care of 
expansion and contrac- 
tion—keep fence taut 


Every roll 
and trim. 


strictly full 
length. 





AMERICAN FENCE AND POSTS 


HARDWARE AGE 
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UNITED STATES STEEL (jo 


38) | 
SAVE TIME AND MONEY—ORDER IN MIXED CAR LOTS VS) 


= = ss. and as for STEEL SHEETS 


There Are None . 






























Better, None 
More Profitable 
to Handle, 
Than These 





@ Steel sheets may Jook alike. But all steel 
sheets don’t wear alike. You're sure you are 
giving your customers the best in sheet metal 
roofing and siding when you handle American, 
Tennessee, or Columbia sheets. These sheets 
are full gauge, with the full weight value that 
insures long life. All types -— rust-resisting cop- 
per bearing, galvanized, black ... plain, cor- 
rugated, or V-crimped. Write for prices and 


complete information. 


American Sheet and Tin Plate Co., Pittsburgh, Pa. 
Tennessee Coal, Iron and R. R. Co., Birmingham, Ala. 
Columbia Steel Company, San Francisco, California 


There are none better than these brands 


AMERICAN - TENNESSEE - COLUMBIA 
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FORGED IRON By 
x MSKINNEY. 
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McKinney Forged Iron ties-in with the 
present program of bringing personality 
and charm to interiors and exteriors. 
EIGHT popular designs provide hand- 
somely for outfitting every room of the 
house — inside and out — from garage to 
mail box . . . and the prices are consider- 
ably lower. 


With increased building activity on every 
side, Forged Iron is coming into its own— 
the market is ripe for picking NOW— 


BEDFORD 6 CURLEY LOCK 
DESIGN DESIGN 


) 























2b) from coast lo coast 


McKINNEY’S EIGHT PATTERNS will 
step-up your profits! All you need do is— 
put Forged Iron by McKinney in the lime- 
light. Look over your samples today and 
if they need reconditioning, replacing—or 
if you require additional samples to com- 
plete the line—write us immediately. 


McKINNEY MANUFACTURING COMPANY 
Main Offices and Factory—PITTSBURGH 


District Offices 


NEW YORK CHICAGO SAN FRANCISCO 


TULIP DESIGN ALHAMBRA 








A New McKinney 
Pattern — simple 
— modern — ef. 
fective. 


pet 


Simple beauty 
that befits colonial 
Architecture. 


Charming and 
decorative for in- 
terior and exteri- 
or trim. 





DESIGN 


The leader of the 
distinguished Me- 


A Kinney Forged 


Tron Group. 


HARDWARE AGE 
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Forget Adding and Subtracting 


Sample Sale: Customer wants 4'9". Tape at end of roll reads 84’ 6". 
Here’s all you do: Set red arrow at 84' 6“ on outside dial. This 
shows that 4‘ 9” on inside dial is opposite 79‘ 9" on outside dial. 
That’s where you cut the cloth. 

You're right! There’s no guess or gamble with Gold Strand, 
“The standard of screen cloth a. -” All Gold Strand cloths 


conform to the exacting specifications of the U. S. Dept. of 

Commerce, Bureau of Standards (R112-31). 

AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of 

WICKWIRE SPENCER STEEL COMPANY 


New York Chicago San Francisco 

















THE No. 45 ALOXITE BRAND 
SAFETY BLADE RAZOR HONE. 





THE No. 66 CARBORUNDUM BRAND 
HOUSEHOLD KITCHEN KNIFF 
SHARPENER. 


(Carborundum and Aloxite are registered 


trade-marks of The Carborundum Company) 
















oo 


Ye O 
% 
Let the Carborundum Band ring your cash register . 


NS 
e e « Stock the featured items shown at the right 


S 
X 
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COLUMBIA NETWORK, 7.30 o'clock E.S.T. every Saturday Night 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


14 HARDWARE AGE 











TELLING THE STORY of 
THIS ALL-AMERICAN LINE 








. nintete o- nena Kyanize advertisements will appear in 
‘or smooth, colorful, waterproof floors. It applies 

easily. Self ‘smoothing. Dries quickly. Withstands nn the above magazines. 

abuse on wood floors, cement or pattern- worn Irn Total Circulation: 12,915,565. 


linoleum. Makes floors easy toclean. Popular colors. 
Write Dept. $2, for booklet in natural colors, Free. A comple te coverage of the country’s 
best-buying homes. 














BOSTON VARNISH COMPANY. Evere 








Sample advertisement in ° os P 
Kyanize 1936 series. Bigger advertising — even better cooperation. 


New products. New sales plans. 

You know the story of Kyanize success. This year 
romises even greater progress. So get in line .. 

if there’s no Kyanize agent near you .. and be 

ready when the Kyanize campaign commences. 

The coupon below brings you the whole story without 

any obligation. Fill in and mail it today. 





SEND FOR DEALER AGENCY PROPOSITION 


BOSTON VARNISH CO. 








PAINTS VARNISHES ENAMELS [iiisscs ire 











“NEW CUTTI GO TO WORK — 


























NEW SELLING FEATURES START 
WORKING FOR YOU 


JS 


Now you have something new to tell your 
file customers — an interesting fact which 
will sell more files for you, increase your 
sales and build confidence in your store as 
one which carries the most modern tools. 

One of the most important points about 
the NEW Nicholson, Black Diamond and 
McCaffrey Files is the astonishing fact that 
new cutting edges go to work as old ones 
wear down. | 

These reserve cutting edges give the 
NEW FILES far more than the usual filing 
life, greatly increased durability and natu- 
rally greater filing economy. 

Tell your customers about this outstand- 
ing improvement. And be sure you have 
available a complete line of the brand you 
sell. Nicholson File Company, Providence, 
R.1., U.S. A. 










At Your Hardware Wholesalers 





a Tanke © O'R. EN ERY PURPOSE 


16 HARDWARE AGE 
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"Plus Values in Extra Service Years''—price is important but profits depend 
on quality and performance both of which are convincingly important right 
now when you are considering a line of water systems for the important 
Spring Selling Season now so close at hand. 

Now is the time to give Myers Water Systems an opportunity to stimulate 
your water system sales and profits during the months to come. Competition, 
certainly. You will have it on many fronts but you can face it successfully 
without fear or favor with Myers powerful selling advantages that mean so 
much to you and even more to your customers who continue to depend on 
you to supply them with the best the market affords at prices they can now 
well afford to pay. 

Be a leader. Sell Myers precision built Water Systems—the world’s finest 
and most complete line with extra service years built into every style and 
size—and profit accordingly. 


Write or wire for catalog and full particulars. 


F. E. MYERS & BRO. CO. ASHLAND, OHIO 











—— FIG.2510 





FIG.2741 














FIG.2700 






FIG. 2631 


PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 


18 HARDWARE AGE 

















THE “GAMEMASTER” 


141A Standard Grade, slide action, take down, hammerless, solid 
ech, 24” barrel, American walnut stock and fore-end, half pistol 
», shotgun ‘style steel butt plate, semi-beaver tail fore-end, 
9 adjustable Buckhorn rear sight, white metal bead front 
ht mounted on matted ramp, integral with barrel. 

gazine holds five cartridges which with one in 
chamber gives a capacity of six shots. Cross 
t safety. Length over-all 4234”. Length 
en down 2914”. Weight about 7% lbs. 





















THE “SPEEDMASTER” 


No. 241A “Standard” Grade, hammerless, take-down, 
fs - solid breech; 24” round tapered barrel. Full sized half pis- 
f tol grip and semi-beavertail fore-end of American walnut. 
fr Shotgun style checkered steel butt plate. Chambered for .22 
Short only or .22 Long Rifle cartridge only, Hi-Speed and Regu- 
lar. (When ordering mention cartridge wanted.) .22 Short magazine 
holds 15 cartridges. .22 Long Rifle magazine holds 10 cartridges. 
ig adjustable sporting rear sight. White metal bead front sight. Length 
over all 4114”. Length taken down 24”. Weight about 6 pounds. 


This rifle is well suited for use with the Lyman Expert No. 422 4-power tele- 

scope which has micrometer click adjustments for windage and elevation. Does 

not interfere with use of open or peep sights. Rifles ordered with telescopes will 
be tapped and drilled for the scope. 



























NEW “MASTER” FEATURES, NEWES 
FIRMLY ESTABLISH LEADE F 





The "TARGETMASTER" 


With this new, man-sized .22 rifle you can offer more gun for the 
money than your customers have ever seen. For .22 Short, Long 
and Long Rifle Cartridges. 


MORE ACCURATE. Adjustable rear peep and hooded front 


sight, interchangeable discs with eight sighting combinations. , 


Specially rifled barrel. Correctly designed pistol grip and semi- 
beavertail fore-end of American walnut. 

MORE SAFETY. Automatic rebounding lock prevents discharge 
if firing pin is accidentally hit. Handles safely regular or Hi-speed 
cartridges. Bolt must be cocked for each shot (a splendid feature 
to show parents). Front end of bolt locks under frame. Loaded 
cartridge may be removed without letting firing pin down. 
Safety obstructs line of fire when "on". 


MORE QUALITY. Bolt slides smoothly when you grip the non- 
slip bolt handle. Extractor and separate ejector throw empties 
clear of rifle. 
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THE "TARGETMASTER" No. 41P—With hooded fro 
and rear peep sight. 27" round tapered barrel, over-all 
44", take-down length 32!/4". Weight about 5!/3 pound 
41A — With step adjustable rear sight and white meta 
front sight. > New 


The "SPORTMASTER" Bb wind 


A belt-action .22 repeater of superior quality at a low with 
Handles all types of .22's without adjustment. Exceptionall wit 
magazine capacity. Smooth, fast action. A splendidly des 

arm that will appeal to small game and pest shooters. 
THE"SPORTMASTER"No. 341P — With hooded front sight ~ 
rear peep sight. 24'' round tapered barrel, crowned at ‘A; 
Over-all length 42", take-down length 3034". Weight abo 

pounds. No. 341A— With step adjustable rear sight and 

metal bead front sight. 




















"SPORTMASTER" WITH TELESCOPE 


A 

~ 

— 

These rifles are well suited for use with the Lyman Expert No. 422 4-power telescope which has genuine Bausch & 
lenses and micrometer click adjustments for windage and elevation. Does not interfere with use of open or peep $ 


"“TARGETMASTER" 
WITH TELESCOPE 


Rifles ordered with telescope will be drilled and tapped for the scope which is then easily attached by means of two s¢ 





DE FOR REMINGTON DEALERS 


WES pdus“OUTSTANDING QUALITY” 











New REMINGTON BOLT 
HANDLE. Scientifically 
shaped to permit a firm 
grip for quick, smooth 
operation. Permanently 


fastened to bolt. 
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OODED. FROM. New SEMI-BEAVERTAIL FORE- 

“gy — two di END. Long, full, well-rounded to 
with the rear peeP aid steady holding. Stock and 
s eight sighting — fore-end of genuine American 


walnut, rich satin finish. 


are su plied 
sight, this give 
binations. 











A NEW MEMBER OF THE KLEANBORE FAMILY 


REG.U.S. PAT OFF 


 < 
Boas, * 


KLEANBORE KLEANKOTE is for the shooter who pre- 
fers a clean .22 cartridge. It’s doubly clean . . . clean in the 
hand, clean in the gun! 


KLEANKOTE—\has a new transparent, dry lubricant—a real lubricant 
applied to the bullet by a special patented formula 
exclusively Remington. 

KLEANKOTE—\ is clean to handle whether carried loosely in the hands 
or in the pocket. Its lubricant positively will not rub 
off or soil. 

ANKOTE—lubricant will not melt or run even under the extreme 
heat of the tropics. Neither will it cake or gum in the 
sub-zero weather of the Arctic. 

KLEANKOTE—has the famous KLEANBORE feature that gives a gun 


absolute protection from rust and corrosion. 
The world famous line of KLEANBORE and PALMA MATCH lead 
never been exceeded on the range or in the field will be continued. 


KLEANBORE KLEANKOTE ammunition costs no more. Remington 


lubricated cartridges whose performance has 


is backing it with energetic advertising in the 


sporting, farm and trade journals. Order now your supply of Remington—the ammunition that will dominate the 


1936 market. Remington Arms Company, Inc., Bridgeport, Conn. 


Remington, 


en 


KLEANBORE KLEANKOTE .22's are made in 
Short, ng, Long cif re nd Hi-Speed 
solid and hollow-point bullets 7 
22 extra long with solid bul! 





amour BRANDS 


Consistently improved instead of cheapened. All 3 have a 
strong cotton cord carcass. All three known by names recog- 
nized everywhere. 


BULL DOG CORD — 2-braid. The leading brand of 


high quality garden hose. Attractive wide corrugations. Dis- 
tinctive chocolate brown color. For discriminating home 
owners, estates, parks, contractors, country clubs. 


VIGILANT — 2-braid. Our largest selling brand of 2- 


braid garden hose. High enough in quality to be considered 
a strictly high grade hose, yet low enough in price to command 
a large volume of sales and repeats. 


VIXEN—1-braid. Built to supply the demand for a 


popular priced hose that will give satisfactory service. 


| Doni overlook THIS QNE/ 


The new Tiger! Astonishing value. A low price hose that -you 
can sell on a quality basis. Enables you to meet all low-priced 
competition. Built with cotton cord carcass, well braided, 
with fine ribbed corrugations. 


\ The BOSTON NOZZLE. Most imitated nozzle made. 


Never equalled in quality. Fastest seller. Simply and heavily 


4 hs+>*\ ui = 
a. oa constructed. Gives a perfect spray. 
co "N, 7 


CA”; 
( o . aii Za a 
Sy . "Ny, 
Wes 


MR “BOSTON WOVEN HOSE & RUBBER CO., BOSTON, MASS. 
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HEXAGON "COMBINATION STRAIGHT-LINE 


DISTINCTIVE TYPES of Quality Poultry Netting . . . with unequalled 


features that will gain an immediate preference . . . capitalize upon the popularity 
of Sterling Poultry Nettings ... and watch your sales and profits grow! 


Made in all standard widths; 1 in. and 2 in. 


mesh; galvanized before or after weaving. 


See Your Jobber or Write Direct to Dept. 10 


‘ 








NORTHWESTERN BARB WIRE COMPANY 


STERLING Since 1879 ILLINOIS 


HARDWARE AGE 
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SS FOR YOUR PROTECTION “8 
PACKAGES CARRY THIS REGISTERED TRADE-MARK 


Snap 


THE ONE PIPE THAT 
CAN BE PUT TOGETHER 
WITHOUT BLOODSHED 














PATENT NUMBERS 
1,900,749. ..1,900,750 AND RE. 18,444 


THE NESTED 
STOVE PIPE 
THAT IS 
SO EASY TO 
ASSEMBLE 


"WHAT MOST EVERYONE 
DEMANDS MUST HAVE 


REAL MERIT" 





This pipe is put together by simply inserting tongue on one edge into 
fold on opposite edge and pressing together until it snaps—the pipe is 
then ready for use. 


Outside surface is perfectly smooth—no folds, slots, grooves, notches, 
lugs or buttons on outside of pipe. 


The "Special Blue" and "Polished Blue” sheets ae which this pipe is 
= made, are rolled in our own mills, guaranteeing an even colored smooth 
ALL SIZES finished sheet—much superior in finish and quality to the product 


ome hep oe offered by most other makers. 
GALVANIZED ASK YOUR JOBBER 





The Reeves Manufacturing Co. 


Largest Makers of Pipe and Elbows in the World 
DOVER, OHIO, U. S. A. 
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pg SSBOR® 


Wire Scratch 
Brush 








STIMULATE YOUR COUNTER SALES 





Vo. 1779 
Osborn 
Wire Scratch 


Brush 











WITH OSBORN WIRE SCRATCH BRUSHES 








Vo. 1781 
Osborn 
Wire Scratch 
Brush 











AND INCREASE YOUR BRUSH PROFITS! 








No. 1777 
Osborn 
Wire Scratch 
Brush 





THE OSBORN MANUFACTURING COMPANY, 5401 HAMILTON AVE., CLEVELAND, THE OSBORN MANUFACTURING COMPANY, 5401 HAMILTON AVE., CLEVELAND, OHIO 
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Your customers buy screen cloth for Protection. 
Small insects must be kept out. Screen that is 
imperfect, or doesn’t wear, fails to give that pro- 
tection. Then the customer blames not only the 


screen but the man who sold it to him. 


If you want only satisfied customers—sell only 
Red Edge Sereen Cloth. Because only Red Pde in- 


sures double protection. 


The red enamel edge effectively retards rusting— 
at the point where moisture collects—under the 
nailing strip. The red enamel edge guards against 
wires pulling out along the selvage—and it rein- 
forces the firm heavy body of the screen at the 
same time. 

Red Edge quality, of course, only begins with 
the red edge. High grade wire, of open hearth steel 
or commercial bronze (90% copper, 10% zinc)... 
better weaving...better finishing...uniform mesh 
.. eagle-eyed inspection—every step in fabricating 
Red Edge Sereen Cloth takes place in, the Reynolds 
factory, under the Reynolds scientific system of 


precision process control. 


And the red edge ... the symbol of quality... 
positively identifies both the screen cloth and the 
dealer who sells it. That means quicker sales, 


repeat business and more profits for You. Write 


for sales helps and prices. 





SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY 
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ALWAYS AT THE TOP 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


N EVERY INDEPENDENTLY-OPERATED TEST where Clover 

Color-Stripe Coated Abrasives have been compared with the best available 

competitive goods, they have never failed of acceptance, because they have al- 
ways reached the highest standard. 


It is for this reason that Clover Abrasive Papers and Cloths are found in 
many of our most important industrial plants, where only the proven best can 
gain entrance. 


We have made Coated Abrasives since 1925—employed nothing but the 
very highest quality materials and the most skillful talent in their production 
from the very first—preferred to operate in the red for several 
years rather than to sacrifice quality. 


In recent years, we have operated on a profitable basis, 
and the quality of our product has increased each year with 
the state of the Art. There is nothing better to be had than 
Clover Color-Stripe Coated Abrasives—we can prove it. 


The Jobber, to gain his share of this 10-million-dollar 
Coated Abrasives business, must have quality—he must be 
able to compete with anyone, both in quality and in price. 
He must have a reliable source of supply—backed by ample plant capacity; 
amply financed. His source of supply must work with him. 





We are prepared to supply all these elements of 
success to any Jobber who seeks a highly-profitable share 
of this great 10-million-dollar volume. 


May we not show you what we have to offer? 





E. B. GALLAHER: 


CLOVER MANUFACTURING COMPANY eee oe ee See 


send 


NORWALK, CONN,., U. S. A. 


Y 


SANDPAPERS : 
METAL-WORKING PAPERS AND CLOTHS 
WOOD-WORKING PAPERS AND CLOTHS 


over 


Name 








CLOVER GRINDING AND LAPPING COMPOUNDS | ff adaress 








Character of Business 














HARDWARE 


AGE 


WELL PACKED FORAJOURNEY ~~~ -—-.- >t.’ 


Our new booklet, called “The Making of a 
is Pennvernon Window Glass before Leader”, describes in dramatic pictures the man- 
° ° ° ! ° ufacture of Pennvernon Window Glass, To get 
it is shipped! This Pennvernon your free copy of this interesting book, sign 
Craftsman places the glass, with cod mall thio coupen to 


paper between the lights, in a PITTSBURGH 


corrugated carton . . . asphalt-lined, PLATE GLASS COMPANY 
moisture-proof. Then the carton slides 2185 Groat Buleding, Puitshargh, Pa. 
easily into the specially designed wood Name —______ — 
crate. Thus Pennvernon travels more se- Address_ 

curely, is easier and safer to handle. City 


State_ 





Listen to the Music You Love played on the air by the Pittsburgh Symphony Orchestra. Watch your local papers for announcement of first program. 
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Farmers 1935 Spendable 
Income Best in 6 Years ( 
- +1936 Even Bigger : - a a ‘ 





a 










For 1935 — $3,700,000,000.00 is 
the estimated total for Farmers’ 
spendable income — it’s sure to be still 
larger in 1936! What share of this will 

you get? The MID-STATES 1936 = 

Sales Plan helps you sell the farmer—. | Wyse “4 BEN HUR 
helps you swing a greater share of his 

business your way. 


‘*Galvannealed’’ — 
Copper-Bearing. Famed 
for its durable sturdi- 
ness. Backed by years 
of fence line satisfaction. 


STAR 


Don’t wait — start now with a system- 
atic merchandising program that will 
make your income go up in 1936. The 


MID-STATES Plan is the answer—it’s STIFF STAY 
inexpensive to operate — and it works! ADRIAN oa aoe 
STIFF STAY years longer. Costs no 
o * more than any other 
Galvannealed” — Copper- 
. : , standard brand. 
Manufacturers of —Field, Poultry, Industrial Fence, Bearing. The fence that stands 
> ; . up and gives dependable, hog- 
Barbed Wire, Steel Posts, Nails, Bale Ties, Fence tight service years after ordi- 
, 5 7 alvanized is down. Re . 
Stays, Staples, Steel, and Wood Gates, Ornamental pee / ha vkes ADRIAN a bie Gide cite pudved 
Fabric and Gates, Sheet Metal Products. seller. under Keystone license) 


MID-STATES STEEL & WIRE CO. 


Dept. M-24 CRAWFORDSVILLE, INDIANA 
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GREATER 
POPULARITY 


for BUCKHORN RIFLES 


ur 1936 


N 1936 the famous line of Stevens Buckhorn .22 Rifles will sell 

in greater volume for you than ever before. 

The first of many events which will increase interest in these 
attractive rifles is the showing of Frank Buck’s new movie—“Fang 
and Claw’’. To all dealers who wish to take advantage of the pub- 
licity of this thrilling picture, when shown locally, window cards, 
circulars, and newspaper mats featuring Frank Buck will be fur- 
nished on request. 

Stevens National Advertising will continue to increase the popu- 
larity of the Stevens Buckhorn Line. ° 

The features of these rifles which earned Frank Buck’s en- 
dorsement, and proved so attractive to customers everywhere, will 
continue to make sales easy in the store. 

Distinctive black tip—9-in-one sights — famous Stevens accuracy 
—dependable Stevens Quality. 


J. STEVENS ARMS COMPANY 


Dept. L-11 
Division of Savage Arms Corporation 


CHICOPEE FALLS MASS. 





TEVENS 
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FOR YOU 





DISSTON TURNS 


COMPASS SAWS INTO ty 


Here Disston works out another Better-Value, Popular-Priced, Quick-Sale, 


Saw Display Stock for you! Almost every tool user needs new Compass Saws 


or Blades. Needs to be REMINDED of it—and the big values you can give him! 


That, exactly, is the job this Disston New No. 236 Unit will do for you—with the 


man passing your windows... with the customer at your counter! Here you 


get KEYSTONE—Made By Disston sales punch. You get quality and price to meet 


competition. You get the compass-saw sales and make a business-like margin. 


What you get, your cost and YOUR MARGIN 























Number Quantity ae vega _ 
Y4 Doz. K-302 12’ Compass Saws 3 @ 49¢ ea. $1.47 
4 Doz. K-302 14” Compass Saws 3 @ 54¢ ea. 1.62 
Y4 Doz. K-304 12’ Compass Saws 3 @ 49¢ ea. 1.47 
Y{ Doz. K-304 14’ Compass Saws 3 @ 54¢ ea. 1.62 
14 Doz. K-304 12’ Compass Saw Blades| 6 @ 22¢ ea. Boe 
4 Doz. K-304 14’ Compass Saw Blades} 6 @ 24¢ ea. 2 Ss 
Y44Doz. 402 12” Compass Saws 6 @ 33¢ ea. 1.98 
Doz. 402 14” Compass Saws 6 @ 33¢ ea. ai See 
4 Doz. K-300 Nest of Saws 2 @1.25 ea. 2.50 
Doz. 400 Nest of Saws 2 @ 66¢ ea. > + err 
Ch +ccnne be ce ook hee $16.72 $11.20 








Your Margin 


Shipping Weight Complete Unit, Approximately 25 Ibs. 


THIS DISPLAY iis an attractive litho- ’ 


graph in yellow and black. It is made extra 
heavy, scored for center panel and two side 
panels, and equipped with easel for standing in 
window, on counter or floor. 

It carries one each of the ten items of this Unit. 
To each saw is attached a consumer price tag— 
keystone shape, printed in yellow and black on 
the Keystone Saws; diamond shape in green 
and white on the Quaker City Saws. 

Display with saws mounted, packed in a 
specially designed container. Additional saws 
making up the Unit are packed in three boxes. 
The display container and three boxes of saws 
are, in turn, packed in a shipping container. 


HENRY DISSTON & SONS, Inc. 
PHILADELPHIA, U.S. A. 


ORDER FROM YOUR JOBBER. USE CORNER COUPON FOR RUSH DELIVERY 





KEYSTONE AND QUAKER CITY 














»SALES & PRgp, 


yale, 
aws 
‘im ! 
the 
you 
neet 


‘gin. 


litho- * 


extra 
side 
ing in 


Unit. 
tag— 
=k on 
freen 
in a 
saws 
Dxes. 


saws 
‘iner. 


Inc. 


ERY 





Aone CK Bis, teow 












Maes Ne 


MADE BY DISSTON 
AND 


QUAKER CITY 
Compass and Nest Sa 








_— 


nie 
thiag 








uve AN 






yn 


oh As 
NO. 236 COMPASS AND NESS 








(@) Disston& 
g Sons, Inc. 
Phila., U.S.A. 


Deliver Compass 
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\> Saw Unit No. 236 
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pinto sale advertising 


will help turn your stock of insecticides more rapidly... 


Re 


e In stocking and handling the Grasselli line of spray 
and dust materials, you are offering your trade an . We recommend —— 
established brand that is well and favorably known é 
among orchardists, gardeners, potato growers, vege- 
table growers from East to West and North to South. 


Leading national, sectional and state horticultural 
and farmers’ magazines, as well as a large number 
of local newspapers, are carrying messages con- 
cerning the superior merits and results-getting ; RAG 

qualities of Grasselli Spray Products. | Diseases aud: 


LEAF EATING INSECTS 


To tie in with this national advertising program, 
we offer to supply our dealers with Dealer Helps, 
in the form of descriptive folders, spray charts, 
counter cards, attractive signs, window streamers, 
electros, etc. These dealer helps are conveniently 
packed in what we term “Advertising Units.” 


By handing out this literature to consumers of insec- 
ticides and fungicides in your locality and also by 
putting up display signs, counter cards and window 





streamers prominently in your place of business, Pisadichlorcbensine 

you will be advertising your stock—without cost and Calcium Arsenate Sulphate of Nicotine 
P . le. Write for full inf, ; Dry Lime Sulphur Sulforon* 

right at the point of sale. Write for full information. Dutox* Zine Sulphate 


Lime Sulphur Solution and many others 
Loro* 


THE GRASSELLI CHEMICAL CO., INC. Mangener® (* Trade Mark Reg.) 


Founded 1839 
Gessal)) CLEVELAND, OHIO qUpOND 
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™, 
Now that inventory’s finished 


its time we made up an order for Upson 

It’s going to be 
a good order, too, be- 
cause Upson makes the 
most complete line of 
headed and threaded 


products of any manu- 





facturer in the country. 


UPSON NUT DIVISION 


Republic Steel 








fu) 
CORPORATION REPUBLIC 
GENERAL OFFICES::-CLEVELAND, OHIO STEEL 


When writing Republic Steel Corporation (or Steel & Tubes, Inc.) for further information, please address Department HA 
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GREATEST 
SHOVEL 


tn a decade/ 


Ingersoll Shovels now embody an extra value which 
surely must challenge your interest. This great 
improvement is in the steel, which goes into the 
blades, and therefore, is quickly evident in the hands 
of the user. We call this new steel development— 


[EM, CROSS «= 


INGERSOLL PROCESS STEEL 


Its outstanding characteristic is an interlocking 

mesh-grain structure, which makes splitting almost 

impossible. It is also surprisingly tough, light in 

weight, free-scouring and holds its cutting edge un- 

usually well. 

With all these extra advantages, you will find Inger- Inger soll Shovels 

soll Shovel prices competitive with other shovels of are available in all types and grades 

similar types and grades. Your customers get these for every purpose, and in a price range 

added values, without any added cost. io chet on competition. Reed oF 
Send for new Ingersoll Shovel Catalog. Distributors square point, black or polished finishes. 


pathogen Pog Ingersoll Sales Franchise is increas- (The Alloy, A and B grades, heat- 
: treated). 










































Write for further information. 


Address Dept. HA 


INGERSOLL STEEL & DISC CO. 


Division of Borg-Warner Corporation 


New Castle, Indiana 


New York Representatives: Dunn & Bryan, 44 Murray St., New 
York, N. Y. 

New England Representative: Walter H. Jenks, 110 State St., 504, 
Boston, Mass. 

Midwestern Representative: C. E. Bullock, Box 9, Morrison, II. 
Southern Representative: G. M. Baird & Co., 564 Randolph Bidg., 
Memphis, Tenn. 

Pacific Coast Representative: John F. Kegley & Son, 737 Terminal 
St., Los Angeles, Calif. 


INGERSOLL Shovels 


1. PN DEP E hee EN I N E° 


YOULL FIND THEM 
Gn the 
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SUN RAY 
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Specify SUN RAY 
for ALL Your 
Steel Wool Needs 


a) 


y 








— 


ee) 
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SUN RAY 


Floor Machine Wooler 
for cleaning and 
polishing floors 










the popular 
seller for 
household use. 


16 Pads to the 


—the Name that Means Quality 
and Economy to YOUR Customers 


UALITY, plus economy—that’s the winning com- 
bination—and SUN RAY Steel Wool has a 
nation-wide reputation for both. 


SUN RAY is the line for you if you want bigger steel 
wool sales in 1936. It’s a complete line, including 
steel wool for every purpose. And it’s nationally 
advertised year after year. SUN RAY is the big name 
in steel wool, known in every community to painters, 
decorators and contractors — woodworkers and 
metalworkers—industrial users—and the big home 
market. 


Stock the SUN RAY products shown on this page. 
All of them will be included in Sun Ray advertising 
in The Saturday Evening Post, starting next month. 
Order now—from your jobber. 





THE WILLIAMS CoO. 


London, Ohio 
















Patent 
No. 1,932,752 


Sell Sun Ray Layer-built pads— 
for quicker, better work in rub- 
bing out paint, varnish, shellac 
and wax finishes. The layers un- 
wind—a new, fresh working sur- 
face in every layer! 
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Actual size of sheets 9% by 12 inches 


over all; writing area 8% by 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 


YOU Can Simplify Your Stock Taking 
with this NEW and CONDENSED 
HARDWARE AGE INVENTORY ForRmM 


E asked 1000 leading retail hardware 

merchants to help us design this new 

HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to aline. Your dollar in- 
vestment provides inventory entry space for 
1,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient 
and easier to use. Our entire effort was di- 
rected toward making annual hardware in- 
ventories an easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 


HARDWARE AGE 
239 West 39th Street 


New York City 


HARDWARE AGE 
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LOOK FOR 
THE GREEN 
CABLE WIRES 
AT THE 
BOTTOM 

















GET 


INFORMATION 
TO DAY 




































@ The American Home is coming back! Lawn and garden con- 
tests gain momentum each year. Proud owners want to protect 
flowers and grass from playful feet and short-cut paths. Maybe 
they don’t realize—but you can tell them—that they want fence. 
Wake up this market for ORNAMENTAL LAWN AND GAR- 
DEN FENCE, flower bed borders and trellis—display them— 
talk them—feature them in your local advertising. 

Show them Continental, the lawn fence that protects without 
offending; that you can sell at a fair price and make a fair profit 
to yourself. Show them how the Flame-Sealed process adds years 
more of fence life before ugly rust appears; how the carefully 
tempered, copper-bearing, open-hearth steel wire has excep- 
tional strength that makes the fence hold its shape better and 
longer. 

CONTINENTAL STEEL CORPORATION 
General Offices: Kokomo, Indiana. Plants at Canton, Kokomo, Indianapolis 
A roaring vortex of gas 
flames flows the heavier 
zinc coating evenly and 
without thin spotsaround 
the wire—seals the mi- 
croscopic pores—pre- 
vents rust, and corrosion 
from attacking the steel. 
Continental farm and 


oultry fences are Flame- 
ealed, too. 























» Make money in 1936 on Continental fence, steel 
@ «roofing, siding and kindred products. Mail coupon 
B today for our new book giving details of dealer 
profit program. 
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of YOUR 
CASTER SALES CAN be MADE 
from this CONDENSED PACKAGED LINE 


Faultless keeps pace with modern merchandising by introducing this condensed line of packaged 
casters. Ask your jobber to show you the new Faultless 4-page catalog illustrated above—or 
write for your copy. You'll see at once how Faultless has taken all the confusion, needless stock 
and profitless bother out of caster selling. 


All Faultless Packaged Casters are now so plainly ldbeled that each type and size can be identified 
at a glance. From the standpoint of stock keeping and easy selling, the advantages are obvious. 


For wood and metal furniture, there are popular ball 

%& New Star Seller bearing casters, packed 1 set to a box, and competi- 
Faultless now offers the first Double Ball tively priced casters, packed 6 sets to a box. Casters 
Bearing Household Caster ever available at are offered in a selection of composition, wood and steel 
+ pod Saas etkes eee height wheels, The new condensed line also includes complete 
for this type of precision construction... floor protection equipment for offices. You’ll be inter- 
dustproof design . .. hard or cushion tread ested, too, in the new Faultless Caster Dollies for dis- 


wheels and many other quality features. Ask playing stoves, refrigerators, etc. 
your jobber for this caster at once—it’s a 
money-maker! 


Sell Packaged Faultless Casters and you’ve put your caster business on a more profitable basis 


FAULTLESS CASTERS 


FAULTLESS CASTER CORPORATION 
Dept. HA2, EVANSVILLE, INDIANA 


Branch Offices: Chicago, Detroit, Grand Rapids, New York, High Point, 
Los Angeles, St. Louis. Canadian Factory: Stratford, Ont., Canada. 
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2 START OFF YOUR BRUSH SALES WITH THIS 


BM) OVER-THE- COUNTER ATTACK 
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So you want to sell paint brushes this year? 
All right—here’s how to do it. First, make sure 
you have a complete line of Gold Stripe Brushes. 
Then, put these facts on the tip of your tongue 

- aim them at every paint customer that 
comes into your store... and FIRE! 





~*~ 
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And just in case you don’t already handle Soa —— 
Stripe Brushes, mail in the coupon below for 
full information about our dealer proposition. 
No obligation, of course. 


“a GOLD STRIPE BRUSHES 


p | T + S B U R G H. Please send . full information about your dealer proposition. 
PLATE GLASS COMPANY sazves 


Manufacturers of Walihide, Waterspar, Florhide 
and other nationally known paint products. City__ : ; State 
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No Loss Leader Items Here 


All Popular Quality Profit Makers 


HY invest your money in off 
brands when with the same money 
you can stock standard high-grade saws 


of quality made by Atkins. 


Atkins SILVER STEEL Nests and Com- 
pass Saws, like our Handsaws, Cross- 
cuts, Hacksaws, Trowels and other items 
SELL and at a PROFIT too. In fact 
while the per cent of profit may be the 
same when selling cheap goods, the 
DOLLARS and CENTS PROFIT will 
be greater on each sale of quality saws 

. SELL ATKINS Silver Steel and 
PROFIT. 


Order Atkins Saws from your job- 
ber... . if he cannot supply you 
write to us and we will see that you 


are supplied promptly. 


ATKINS 





Memphis, Tenn. 
New York, N. ¥ 


Atlanta, Ga. 
Chicago, Ill. 
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No i Nest . . . convenient, 
© Be practical and good 
seller. 1 a. SILVER STEEL 
12” keyhole, 14” compass, 18 
pruning blades. Uniform temper, 
filed, set. Interchangeable in 
carved and lacquered beech handle 
Packed % dozen. Dealers net per 
dozen $16.15. 





N oO. 14. § gm el KR 


gauge for meee aaa work. "Poothed 
on end 13 pt. for nail cutting. 
balance toothed 9 pt. Filed and 
set. Carved and wo beech 
handle. Packed 

Length, inches 4 
Dealers Net per Doz. $8. bo $8.50 





SMOOTHER |: 


—_—_— —— 


6 Nest . . . popular 
No. 3. among mechanics, 1 
each SILVER STEEL 12” key- 
hole, 14” compass, 18” nail blades. 
Well made blades, ready to usc 
Cut at 3 different angles; inter- 
changeable carved and lacquered 
beech handle. Packed % dozen 
Dealers net per dozen $18.95. 


Compass — SILVER 
No. 9. STEEL, 16 x17 gauge, 
9 point filed and set. For heavy 
work as required by plumbers, 
steam fitters, ete. Interchangeable 
carved beech handle. Packed % 
dozen. 


Length, in. 10 12 14 16 


Dealers Net 
per Doz. $7.00 $7.15 $7.50 $7.75 





No. ll. pda a a 


gauge, adjusts to 3 different cut- 
ting angles. Carved beech hanile, 
fully lacquered. Packed % dozen 
Length, in. 10 12 14 16 
Dealers Net 

per Doz. $6.65 $7.00 $7.35 $7.70 


SALE-ING 


This free merchandising book tells how you 


can sell Atkins Saws—if you have not re- 


ceived your copy ask for it—contains hun- 


dreds of valuable sales hints. 


E. C. ATKINS AND COMPANY 


Home Office and Factory, 410 South Illinois St., Indianapolis, Ind. 


—BRANCHES— 


New Orleans, La. 
Klamath Falls, Ore. 


San Francisco, Calif. 
Portland, Ore. 


Seattie, Wash. 
Paris, France. 


HARDWARE AGE 












Lj SM BRDR es 


rer 
ra 
GY 









LVEK 
x 18 


anidle, 
lozen 


16 


GE 





watch the 


FENCE 
SALES GO 





M ‘oh m= f armers w | | In a recent survey of farm buying activities in thir- 


teen states, farmers were asked in a questionnaire 


to indicate their purchases during the preceding 


buy fence than any 





and following six months. 37% of the farmers indi- 





other single item of 
equipment in the FENCE. This was the highest percentage for any 


one item. The next highest was 18% (cultivators). In 


nex t fe w mon t h S other words, more farmers are planning to buy fence 


than any other item of farm or household equipment! 


cated that they had just bought or would soon buy 












Farmers are fence conscious 


Every fence dealer can get his share of this growing fence business by 


making the proper effort. Begin now by putting in a reasonably complete 
stock of Pittsburgh Fence in various styles and gauges. Pittsburgh Fence 
offers the most popular styles and weights and moves quickly because the 


name is favorably known to farmers everywhere. 


PITTSBURGH STEEL COMPANY Fence 


UNION TRUST BLDG. «- PITTSBURGH, PA. 
New York Detroit Chicago St.Louis Philadelphia Memphis 


Syracuse Houston Los Angeles San Francisco 
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KLEEN-A-BRUSH 
One-third more for the 
money. Biggest value 
on market. Top qual- 
ity. 10c seller. Attrac- 
tive Display Carton 





Improved 
WOCDFIX 
Does everything other 
wood pastes do—BET- 
TER. No nitrocellu- 
lose. Waterproof. 10c, 


20c, 25¢ and 75c 
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CLOTH-APPLIED VARNISH. Not a polish, nor wax, but a fine quality varnish 
that’s applied with a cloth. Its bakelite content gives it longer wearing qualities. 
Resists alcohol, acid, water, strong soap or hot liquids. Dries in 2 hours with a 
hard glossy surface. Four sizes: 20c, 35c, 65¢ and $1.20. Spectacular action 
display (operates for 30 days on dry cell) given FREE with small assortment 


ALUMINUM PASTE, An improved aluminum finish—in a much handier form— 
and an improved bronzing liquid. For radiators. fixtures, picture frames, etc. 
Gives much smocther results. Won't spill or scatter like powder. Simply dilute 
to necessary consistency and apply. Patented Duo-Jar package uses paste for 
Aluminum Enamel and powder for Gold Enamel, and makes every bit of material 
usable. Four sizes: 15c, 25c, 40c and 70c. 


SCREEN ENAMEL. New Sheffield formula keeps it from clogging meshes. Dries 
with gloss. Weatherproof. Rustproof. Long lasting. Four sizes: 15c, 25c, 
35ce, 55c. 


Other fast Sheffield sellers are: 3-Star Floor Cleaner, Crack Filler, Nu-Way 
Liquid Wax, Bronzes in Glass Vials, Iron Enamel and Iron Cement. 


S 


Order from Your Jobber Now. Jobbers—Write for Discounts. 


HEFFIELD 


BRONZE POWDER & STENCIL CO. 


3000 Woodhill Road of ~ 


“The Specialty House of Top Values” 
, Cleveland, Ohio 


1426 


10¢+/ ANNIVERSARY 
LY) 
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Combination Cans 
GOLD OR SILVER 
PAINT 


Brilliant bronze pow- 
der, heatproof bronzing 
liquid and mixing dish 
—all in one package. 
25c, 40c, 70c, $1.25 and 
$2.25. 





PURE OIL COLORS 
Triple ground in pure 
linseed oil. All popular 
colors. 10c size and 
Painter's Economy Size. 
FREE display. 
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Customers stopped... looked and bought 
when a leading hardware store in Oak- 
land, California, put in this 
Taylor Window 


S The Spark 


SALES 





With Taylor thermometers and weather instruments 


in your window, sales start marching into your store 


UT in Oakland, California, this 

window attracted wide atten- 
tion and interest. It told a story 
about temperature and weather. It 
dramatized thermometers and 
weather instruments. It brought 
substantial returns to the dealer. 
And it illustrated a fact that has 
been proved often: 

A hardware merchant can profit 
from increased sales of thermometers 
and weather instruments, if he displays 
and promotes the Taylor line. 

WHY TAYLOR INSTRUMENTS? 
BECAUSE 15 out of 16 people say they 
consider Taylor Instruments the most 


TAYLOR 
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accurate they can buy. I1’s easier to sell 
merchandise your customers trust. 


BECAUSE Nearly 2 out of every 4 peo- 
ple interviewed in the same survey knew 
Taylor Instruments by name—several 
times as many as knew any others. It’s 
easier to sell merchandise your customers 
know. 


BECAUSE Taylor makes a full and varied 


line of all types of thermometers and 
weather instruments your customers 
want— indoor and outdoor, roast meat, 
candy and jelly, oven and deep-frying 
thermometers, and instruments for fore- 
casting and measuring the weather. 


BECAUSE The name “Taylor” on any 
instrument means “guaranteed against 
everything except breakage.” 


INSTRUMENTS 


INSTRUMENT COMPANIES 


Rochester, N. Y. ° Toronto, Canada 
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District 

Of 
Columbia— 
Glimpses of 
Life at the 
National 


Capital— 


A 
Fashionable 
Roller 
Skating 
Rink— 

































DIVTRICT OF COLUMBIA — OLIMPSES OF LIVE 4? THE NATIONAL CAPTEAL—A FASHIONABLE BOLLAR-SGEATING RINK.— FROM 4 SERTOH BT MISS GBOROIS DAVIA, 





Fram a 
Sketch 
By Miss 
Georgie 
Davis. 


Taken from 
Frank 
Leslie’s 
Illustrated 
Newspaper 
Of 

April 10, 
1880. 














““By Courtesy of Harper’s Weekly” 


Read this Interesting News Item Published Over 55 Years Ago 


“On three evenings of the week, during the present sea- 
son, very attractive gatherings have been held at the 
Roller Skating Rink on Fourteenth Street, and alike to 
lookers-on and to the members of the class themselves, 
the roomy, well lighted hall has been one of the pleasant- 
est of resorts. From six to eight the professor of this 
graceful art holds class, and the thirty or forty pupils, 
picturesque in pretty skating costumes, wheel and turn, 
march, countermarch, and flash on the smooth rollers 
through all sorts of bewildering and entangled figures, 


obedient to the signals of their leader. The rink is large 
enough for a regimental drill-room, and under the 
bright lights and over the polished asphalt floor, the 
crowd of swaying, swinging and gliding figures have the 
prettiest possible effect. Nearly all the class are good 
skaters, the exercise is a delightful one, the scope for 
dainty display in the way of costumes is infinite, the 
opportunity for mild flirtations boundless; and what 
more—always providing that you are a woman and 
eighteen—would you or could you desire?” 


Today Millions of People Are Roller Skating 


Society people, movie stars, college students, business men, school children and 


debutantes are roller skating as never before. 


Skating parties, dances, teas, 


races, and carnivals are being held almost everywhere. The increasing demand 


for Roller Skates in general and for— 


Ball-Bearing 


UNION HARDWARE Extension ROLLER SKATES 


in particular attests the growing popularity of this great outdoor and indoor 
sport. Just as Roller Skating has “Carried On” with people of all ages—so have 
Union Hardware “Carried On” with improvements that make Roller Skates 
stronger and safer and easier to propel than ever. The latest Union Ball-Bearing 
Extension Models are sold by all leading Jobbers and by thousands of Dealers 


who swear by “The Union Line” for profitable sales and steady 
turnover. Check up on your stock for Spring trade. 


Your Jobber will supply you. 


HARDWARE COMPANY 
aw EWE Ge EY 


REC.U.S.PAT. OFF ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 


















No. 130 
For Men 
No. 130 L 


For Women 
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Take a wire to 
this dealer, please, 





Ss orry, but can ship 
only half your order 


from stock.” 














capital turnover 
prevents the loss 


of pro Mable wales 















In the heavy selling season of the hardware 
trade, delivery time is the essence of the 
manufacturer's sales opportunities. What one 
firm can't ship, some competitor probably 
can —and not only profits and prestige, but 
customers are at stake. 


Commercial factoring is the effective, modern 
business instrument to help manufacturers 
make the most of their market opportunities. 


It widens sales opportunities by advancing 





cash as shipments are made and thus reducing 
Commercial Factors Corporation 
Dept. HA-2, Two Park Ave., New York 


Send the facts about commercial factor- account fo a cash basis. 
ing as it would apply to our business. 


the average outstanding sixty to ninety day 


Now is the time to investigate. 


eG eet COMMERCIAL FACTORS 
es CORPORATION 


TWO PARK AVENUE NEW YORE 
HARDWARE AGE 
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Just 


Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Largest Payroll— 


Nearly ten million persons re- 
ceived Government paychecks in 
the United States during 1935. 
This makes a Federal payroll of 
more than five billion dollars 
($5,000,000,000) yearly. This is 
the world’s largest payroll both in 
dollars and number of persons 
employed. It places every fourth 
employed person in this country 
on the direct Government payroll. 
Add to this at least another mil- 
lion employed by firms or con- 
tractors producing materials for 
Federal government use. Then in- 
clude several hundred thousand 
hired by private contractors doing 
Government work or handling 
PWA projects and the total stag- 
gers even the most calloused 
imagination. 


Adult Games— 


Various new and old games for 
adults have enjoyed wide and 
profitable sale during the Christ- 
mas gift season now drawing to a 
close. The one outstanding adult 
game continues to be bridge, both 
auction and contract, with con- 
tract gaining according to the 
latest data at hand. The Associ- 
ated Press estimates that 20,000,- 
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000 Americans play bridge regu- 
larly. This means an average of 
one out of every six of the entire 
population, almost half of the 
entire adult population. The pop- 
ularity of bridge offers the hard- 
ware trade two basic sales chan- 
nels—the sale of playing cards, 
tallies, score cards, card tables 
and chairs and the almost unlim- 
ited opportunity for selling prize 
items. In addition to bridge and 
other card games are the many 
new games formerly considered 
suitable only for children. During 
the winter or indoor season the 
game demand will continue active. 
In every community there are 
groups of families who meet regu- 
larly for playing cards and more 
simple games. It is a market 
worth seeking as it includes both 
equipment for playing and prizes 
for the winners. A table, an oc- 
casional window display and some 
advertising of your assortment of 
games and prizes would be par- 
ticularly appropriate at this time. 


Withheld Discounts— 


In several basic lines distrib- 
uted through hardware channels 
a “withheld discount” for good 
behavior might prove a very effec- 
tive curb on demoralization of 


price structure on well known 
merchandise. It is doubtful if 
this procedure has complete legal- 
ity as it implies an agreement be- 
tween producer and distributor to 
maintain a price. If in the legis- 
lative efforts seeking some form 
of legalized price control a “with- 
held discount” plan could be in- 
cluded it would definitely help. 
It is quite clear that a jobber get- 
ting an extra 5:per cent on volume 
at the end of the year, providing 
he has not demoralized the mar- 
ket, would have an extra bonus 
to look forward to—this should 
prove very attractive and in many 
cases more attractive than any 
imagined benefits from price cut- 
ting. A discussion of the subject 
is certainly not illegal as long as 
no agreement is made. The “with- 
held discount” has possibilities 
and should be studied by the hard- 
ware industry. 


Major Items— 


The retail hardware business is 
necessarily chock full of small 
sales. There are countless items 
in the average and proper hard- 
ware stock that sell for 5, 10, and 
25 cents and other amounts less 
than one dollar. This is unavoid- 
able and is also a good factor 
maintaining and developing store 
traffic. These small amount sales 
must be offset by sales of larger 
unit price items, such as washers, 
refrigerators, stoves, vacuum 
cleaners, etc. This year, more than 
ever before, I am very conscious 
of the hardware dealer’s oppor- 
tunity to sell major items made by 
the leading makers. Looking over 
jobbers’ promotion plans and 
their exhibits this thought is 
driven home. The rollcall of 
manufacturers of these major 
items who are now seeking hard- 
ware distribution encourages the 
belief that hereafter the hardware 
trade is in an enviable position to 
obtain the best volume in these 
lines. This imposes an obligation 
on the hardware trade to justify 
their opportunity, for, if they do 
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not there will again be a mess of 
specialty stores and other compet- 
itive retailers springing up to 
handle major item sales. 


Townsend Plan— 


Murray C. French says: “For 
the life of me I cannot understand 
why the people who discuss the 
workability of the Townsend plan 
always talk in billions of dollars, 
sums which nobody can compre- 
hend. Why not talk in individual 
figures instead of national totals? 

“For instance, here is a man 
earning at present $100 a month. 
He buys now (for easy figuring) 
100 various things at $1 each. 
Suppose we enact a 2 per cent 
sales tax to finance the Townsend 
plan. Each item then costs him 
$1.02. For his $100 he can then 
buy 98 items instead of 100. Na- 
tional production is decreased by 
two items. 

“The $2 he has paid in Town- 
send-tax goes to an aged person. 
With that $2 he can buy approx- 
imately two items, thus increasing 
national production back to its 
original 100 items as_ before. 
There is no increase in produc- 
tion; there is merely a transfer of 
ownership of a part of the produc- 
tion. 

“In many states we now have 
a 2 per cent sales tax to finance 
relief. That money is invariably 
spent immediately by the recipi- 
ents. Yet nobody claims this 
procedure increases business. It 
retards business, and this is ad- 
mitted on all sides. 

“The fact that the purposes of 
the Townsend plan are laudable 
does not set aside the laws of 
third-grade arithmetic. A dollar 
spent by John Smith ‘sets in mo- 
tion’ just as much business as does 
a dollar spent by Sam Jones, re- 
gardless of the age of either per- 
son. What applies to one dollar 
applies also to one billion dol- 
- lars.” 


Fifty-Fifty— 


At Minneapolis, A. C. Raymer, 
from Austin, Minn., told a most 
interesting and instructive story on 
handling outside sales on major 
items. Mr. Raymer charges 50 
per cent of all “trade in allow- 
ances” to the salesman making the 
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deal. Should service work, re- 
placement parts, etc., be required, 
the salesman is again charged 
with a complete half of the total. 
When the sale of the recondi- 
tioned appliance is made the sales- 
man receives credit for fifty per 
cent. This idea has doubled bar- 
rel worth. It keeps the salesman 
from being uneconomic in his 
generosity in handling “trade in” 


items and makes it possible for, 


him to realize an extra income if 
he watches and controls, sanely, 
the amount of money offered for 
trade ins and the costs put into re- 
conditioning. Mr. Raymer also 
has his outside salesmen specialize 
in major items so that in prac- 
tically every major item his store 
has the benefit of expert knowl- 
edge on each item. This idea also 
helps build a prospect list. When 
an unknown prospect shows en- 
couragement the salesman who 
has the matter in hand introduces 
the prospect to the specializing 
salesman and in doing so may 
properly say “I want you to meet 
our Mr. Swanson who specializes, 
etc., etc. What is your name, 
please?” This is a fine idea for 
obtaining prospects’ names which 
might otherwise be unavailable as 
it is often difficult to obtain names. 
But when going through the mo- 
tions of giving the interested 
prospect a little extra service, ob- 
taining the name for a proper in- 
troduction works out very well. 


Auto Supplies— 


There is obviously much resist- 
ance from dealers when whole- 
salers try to promote auto ac- 
cessory and supply departments. 
This is an outstanding difficulty 
with those wholesalers who are 
definitely making it possible for 
dealers to stay in the competitive 
picture. There is such a marked 
reluctance of the retail hardware 
field to get into the auto supplies 
field that some comment appears 
appropriate. The strongest, most 
annoying, most persistent compe- 
tition hardware dealers face has 
come and continues to come from 
chain and mail order firms whose 
basic lines are auto accessories. 
This fact alone should encourage 
hardware men to enter the auto 
supply field. If only to retaliate, 
hardware stores should certainly 





tackle the motorists’ trade. In- 
creasingly, the sale of auto sup- 
plies is becoming part of a busi- 
ness and can no longer (not even 
in the major metropolitan areas) , 
continue to be a specialized busi- 
ness. That’s another reason why 
practically every auto accessory 
chain (and the mail order stores) 
are featuring so many lines of 
merchandise which are commonly 
known as hardware store lines. 
Hardware stores should immedi- 
ately get into the auto supply and 
tire field which is definitely on 
the increase and, on the right 
basis, can be an important traffic 
builder at a profit. 


Surprise— 

Those who attended the recent 
Minnesota convention were treated 
to a surprise feature. B. Christian- 
son was the surprise. For the 
past four years he has been a mer- 
chandising executive for Sears, 
Roebuck & Co., working out of St. 
Paul with 108 stores under his 
direction. All hardware men will 
recognize Chris as the former 
secretary and fieldman of the Wis- 
consin Retail Hardware Associa- 
tion. Prior to that he was a suc- 
cessful retail hardware merchant 
in the Northwest. His unusual 
message was different because he 
has a natural and inborn sym- 
pathy for the hardware merchant; 
yet, through his eyes, with four 
years mail order chain store ex- 
perience, he sees the competitive 
picture more clearly than most of 
us do. His message is published 
in full elsewhere in this issue. We 
recommend that every reader give 
full and complete attention to 
every word that Chris uttered at 
Minneapolis. Particular attention 
is called to that part of his talk 
where he discusses chain store 
managers. He stressed the point 
that these men are not allowed to 
be failures. They either succeed 
or get out of the way for men who 
can succeed. Naturally, they have 
to be active in their selling jobs. 
whereas independent merchants 
have the disadvantage of being 
able to be as lazy or as indifferent 
as they please because they are in- 
dependent—perhaps too indepen- 
dent. 
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Electric Washer Sales for 1936 
37 per cent Increase 


Forecast at 


By 
HOWARD E. BLOOD 


President, Norge Division 
Borg-Warner Corp. 


HE electric washer was the 


first major home appliance 
to sweep into its sales ex- 
pansion period. Since then, it has 
pointed the way in distributive 
methods, merchandising practises 
and resale activities. Many of 
the appliance industries, particu- 
larly electric refrigeration, ‘owe it 
a debt of gratitude, because by the 
adaptation of successful methods 
discovered by the washer indus- 
try they have avoided many of the 
problems, and as a result their 
expansion has been spectacularly 
fortunate. 
Before giving you the benefit 
of the findings from the nation- 
wide Norge marketing study 


. among 34,866 women and nearly 


2000 dealers handling all makes 
of washers in 397 cities, permit 
me to discuss briefly the market- 
ing background upon which the 
interpretation of these findings 
rest. On January 1, 1935, there 
were 9,439,600 washers in use 
among the 20,520,870 wired 
homes in the United States; estab- 
lishing a saturation point of 47 
per cent. But the washer industry 
was well out of its expansion 
phase and quite permanently lo- 
cated in its replacement period. 
I mean by that, it seems evident 
that only about one-half of the 
families of the country ever want 
to possess any strictly utilitarian 
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HOWARD E. BLOOD 


product of this kind and, there- 
fore, with saturation at 47 per 
cent the industry must look for its 


volume from the replacement of 


worn-out washers and among fam- 
ilies who have been accustomed 
to its use. 

The washer industry, in spite of 
its high saturation point, has 
shown amazing virility during the 
depression; in fact, next to electric 


refrigeration, it showed itself most 
depression-proof. This was un- 
doubtedly caused by the fact that 
depression conditions forced cer- 
tain families into the ownership 
of an electric washer for economi- 
cal living reasons who normally 
preferred not to do their laundry 
at home. As a result, 1,121,137 
units were sold in 1934, an in- 
crease of 11.5 per cent, while, in 
1935, 1,209,176 units were sold, 
or an increase of 8.5 per cent. The 
volume of 1930 to 1933 indicated 
that this new class, thrown into 
the market by the depression, were 
buying cheaper washers, for, dur- 
ing those years, the average retail 
price declined severely. But in 
1934, this began to correct itself 

-the increase in retail dollar vol- 
ume was 12 per cent, or slightly 
greater than the 11.5 per cent in- 
crease in’ unit volume. In 1935, 
the retail value of $78,665,786 
represented a 7.5 per cent increase 
or slightly more than the increase 
in units, indicating that the aver- 
age retail price was slightly less 
but still had stabilized to the point 
where we can conclude that from 


Based on nation-wide study of buying intent among 
34,866 women, Mr. Blood predicts active selling 
market on replacements of obsolete machines and 
on strictly new business. Expects greater efficiency 
of new models to encourage replacements of both 
old machines and those very low priced washers sold 


in recent years. 
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now on a “selling up” trend is 
evident. In fact, the average price 
in the fall of 1935 was around 
$64, with approximately one- 
quarter of the total business in 
washers selling at about $90. 

The important consideration to 
keep in mind is that a large per- 
centage of the volume in the past 
four years has been absorbed by 
this new class of buyers who, 
probably, will give up launder- 
ing as soon as better business con- 
ditions maintain. The increase. 
therefore, cannot be interpreted as 
a replacement of washers to the 
working classes who have been 
the backbone of the market for so 
many years. Great numbers of 
these have an unfilled need for a 
new washer and, although it is the 
most necessary and useful appli- 
ance they own, they have contin- 
ually repaired the old washer 
rather than buy a new one be- 
cause of lowered income during 
the depression. Now, however. 
thousands of such washers have 
been so frequently repaired as to 
be beyond repair, thus we notice 
a greater buying intent in the 
market in 1936. 

Some conception of the dimen- 
sions of this market can be gained, 
first of all, by analyzing the num- 
ber of washers still in use which 
were purchased prior to 1930. 


Gaging Buying Intent 

Another way to analyze the out- 
look is by gaging the buying in- 
tent uncovered in this nation-wide 
survey. From the first angle, it is 
interesting to know that 6,541,833 
washers were purchased prior to 
1930, largely by those working 
classes to whom laundry was a 
necessity. Of this number, 2,420,- 
633 were purchased prior to 1925. 
Certainly those still owned that 
were bought prior to 1925 have 
reached a bad state of disrepair 
and the majority need replace- 
ment, particularly when one con- 
siders that so many improvements 
have been made in later models. 
Likewise, since those between 
1925-30 were cheaper models, it 
can be safely concluded that at 
least 50 per cent of these should 
be replaced to gain the greater 
convenience and economy of pres: 
ent washer models. All told, then, 
it can be concluded that approxi- 
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mately 3,700,000 old-style, worn- 
out washers exist which should 
and could be replaced, if the fam- 
ilies owning them were reached in 
their homes and the benefits of 
the latest models demonstrated to 
them. 

That, as I see it, is the market- 
ing background which must be 
understood in appreciating the 
1936 outlook and in laying plans 
to capitalize upon the buying in- 
tent which is evident. 


Some Still Using 
Hand Methods 


Among the 34,866 women in- 
terviewed by telephone in 397 
cities, reflecting market conditions 
as of November 15, 1935, the 
washer saturation among such 
telephone subscribers, admittedly 
a more intelligent and higher in- 
come class, was 58.2 per cent. It 
is interesting to know that 21 per 
cent used the public laundry 
while, somewhat amazing, 20.8 
per cent still used hand methods. 

Of this total number whose 
opinion relating to refrigerators. 
kitchen ranges and oil burners 
was also being researched, 7392 
women were isolated as to their 
buying intent for a new washer in 
1936. In the first place, it was 
found that 18.6 per cent had wash- 
ers on which repairs were badly 
needed. When asked if they in- 
tended to buy a new washer in 
1936, these 7392 women showed 
a total buying intent of 30 per 











cent. This permits four impor- 
tant conclusions: 

(1) The total buying intent for 
1936 (30 per cent) as compared 
with that discovered by like re- 
search means for 1935 (21.7 per 
cent) shows an increase of 8.3 
per cent more, compared to that 
of the previous year, an actual 
buying interest about 37 per cent 
greater. Of course, the industry, 
in the past few years, has been 
set up to depend more upon vol- 
ume from store sales than from 
outside selling, as formerly. This 
has been caused, of course, by 
the decline in the average retail 
price which has not provided the 
margin required for outside spe- 
cialty selling efforts and, in addi- 
tion, the high saturation which 
has made it difficult to find suf- 
ficient prospects per block with 
the hold-back tendency of the con- 
sumer during the depression. If 
the average washer dealer can 
change his methods and realize 
that in 1936 he faces a re-expan- 
sion opportunity which justifies 
outside selling so that he will 
reach a greater number of people 
in their homes who might not ex- 
pose themselves to his store, it 
can be concluded that because of 
this 30 per cent buying intent 
(which is 37 per cent stronger 
than that of last year), the washer 
industry faces a very fortunate 
year. 

(2) This buying intent for 

(Continued on page 113) 


Factors that 7392 women declared would 
most control their buying decision in 1936. 


They are: 


Cleansing 
Durability 
Convenience 
Speed 

Easy on clothes 
Use saving ... 
Reputation of maker 
Safety features 


Price 


Dealer reputation ...... 


All other reasons ....... 





15.5% 
14.2% 
11.3% 
11.6% 
9.9% 
9.0% 
7.0% 
6.3% 
4.0% 
3.8% 
7.2% 
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Hardware Curiosities 


By ROBERT PILGRIM 


Copyright, 1936, by Hardware Age 
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ANEW WASHING MACHINE WRMGER 
ADJUSTS NIGELF TO PERMIT THE PASGAGE 
WITHOUT DAMAGE, OF WATCHES OR OTHER 
OBJECTS LEFT IN CLOTHES / DEMQUSTRAIED 
RECENTLY IM CHICAGO, THE NEW WRIMGER 
MAINTAINS PRESSURE ENOUGH JO SQUEEZE 
QUT THE WAVER, BL EASES LP LPO 
EVCOUNTERING SOME HARD OBMT 


AUTOMOBILE ZKE RIMS ARE 


THE GEXTON OF A CHURCH IN A CENTRAL AM 
CITY TO CALL THE PEOPLE TO WORSHIP. HF AMIS ARE SLSPEKDED 
FROM ROPES OM THE AATFORUA OF THE BELL TOWER ERECTED NEAR 
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COOKING VESSELS OF PREHISTORIC TIMES 

HAD ROUNDED INSTEAD OF FLAT BOTTOMS. 

SUCH BASES MADE JHE REST MORE SECURELY 
ON THE STONES OF THE FIREPLACES LISEO FOR 
COOKING BEFORE THE INVENTION OF STOVES 


ones 
oo oho! 


( 


EMPTY CARTRIDGE SHELLS 
PASS AG MONEY IN ETHIOPIA 


~*~ 





53 

















Prize-Winning List of Tools 
tor the Homeworkshop 


Prize-winning list of tools and equipment provides answer to 
the question: “‘How would you invest $150 to start a work- 
shop?” The keen interest in the subject was exemplified by 
the thousands of carefully compiled entries in the contest. 
Dealers can use the list to splendid advantage in many ways. 


ANDICRAFT _ enthusiasts 
H themselves have selected 

what they consider the 
most ideal outfit of tools and 
equipment for starting a home- 
workshop. For the best answer 
to the question—‘How would you 
invest $150 to start a workshop?” 
one of the leading homecraft 
magazines recently awarded 
prizes having a total value of 
$200. The first prize was a $150 
workshop, the second prize $35 
worth of workshop tools, and the 
third prize $15 worth of work- 
shop tools. Entrants were asked 
to list the tools they would pur- 
chase with $150 which would 
give them the most practical, effi- 
cient and complete workshop they 
could buy for the money. 


For Best Equipped Shop 


It was understood that the 
prizes were to be awarded for the 
lists which best equipped a shop 
to meet the varied needs of the 
average craftsman. It was also 
understood that such a list, in- 
volving a maximum outlay of not 
more than $150, could not be ex- 
pected to fulfill the more diverse 
and exacting requirements of 
many experienced and highly 
skilled home craftsmen, who fre- 
quently invest several thousand 
dollars in their shop equipment. 

The winning list (published on 
the opposite page) is believed to 


54 


be a very excellent one for those 
who have but recently become in- 
terested in home handicraft, and 
who are just starting to buy their 
shop equipment, or for those who 
have a few tools and wish to 
equip their shops more complete- 
ly. For such purposes, the prize 
winning list should prove to be 
a very efficient and helpful guide, 
and the listed tools and other 
articles will form an excellent 
nucleus for a shop that can be 
enlarged as desired. 


Know Tools 


It was readily apparent from 
the entries received that most 
home craftsmen have a very close 
acquaintance with tools, as well 
as an intimate knowledge of tool 
specifications, brand names, and 
prevailing prices. Among the vo- 
cations and professions repre- 
sented among the entrants were 
doctors, lawyers, clergymen, farm- 
ers, miners, engineers, teachers, 
dentists, movie cameramen, chauf- 
feurs, lobster fishermen, and 
others employed in a wide range 
of occupations. Entries were also 
received from several women. As 
many as 200 separate items were 
listed on some entries, and 171] 
tools and articles of shop equip- 
ment were included in the prize- 
winning list. It is estimated that 
the value of the tools listed in the 


entire contest was more than one- 


third of a million dollars, which 
is a good indication of the large 
potential demand for merchandise 
of this character. 

Judges of the contest were Rob- 
ert G. Weyh of the Bureau of Vo- 
cational Activities, Board of Edu- 
cation, City of New York; H. B. 
Burnett, president of The Home 
Craftsman Magazine, New York 
City, and MacDonald Witten, as- 
sociate editor, HARDWARE AGE, 
New York City. In selecting the 
prize-winning lists, the judges 
took into consideration that the 
homeworkshop should certainly 
be equipped to serve a practical 
purpose in the home, while at 
the same time providing the equip- 
ment to enjoy handicraft as a 
pastime or hobby. The prize- 
winning list, therefore, includes 
the tools that are essential in mak- 
ing the ordinary repairs about 
the home. John R. Scheib, of 
Pittsburgh, whose list won first 
place, sounded the keynote of the 
comments made by many of the 
entrants when he said: “It was 
not difficult for me to keep in 
mind that this workshop was not 
to be stocked with specialized 
tools, but rather with an array of 
general tools and supplies, the 
like of which makes the confirmed 
handyman’s heart beat in an 
alarming fashion. ... With the 
tools selected I could build the 
finest of furniture, and yet be pre- 

(Continued on page 148) 
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The $150 List of the Contest Winner 




























No. Quan, Article Description 

1 1 Hammer (nail)........... 16 oz.—18 in. handle..... 

2 Hammer (ball-pein).... e008 oz.—13 in. overall...... 

3 61 Hammer (magnetic)...... in. head—11¥% in. handle 

4 1 pe eS eae i9 oz.—13 in. handle..... 

5 61 Mallet (rubber)........... 2 in. dia.—4 in. head..... 

6 1 Saw (Tip) ..ccc.es. 5 pt.—28 in 

7 1 Saw (cross-cut) a “ "eas in 

8 1 Saw (back)......cccccceslZ IM.....-0-- 

9 #1 Saws (nest of) aia etc. 

10 #1 SS ere ----Adj. frame and 2 extra 
a EE Serer 

11 1 Saw (keyhole hack)...... Pistol-grip—8 in......... 

12 1 I I 5 555:4:4.0:0.0.9)0:0-05 14 Se 

13 «1 PERRO CUEOEE).ccccccccccs a Se eer ee 

4 #1 _ MO ry Ratchet—8 in. sweep..... 

1 8 > eee Sizes 4, 6 and 8 

| ae Auger bits..... Sizes 10 and 12. 

17 2 Auger bits..... . .Sizes 14 and 16. - 

18 1 Bit (expansive) D We Oe BOW Micckaencnaes 

19 1 | re Sa Wi Bs 6508665 :00,0:0:0 

20 «#1 Auger bit gauge.......... Adjustable—2% in. long.. 

21 #1 ee NI i 65555 casncces 4, in. chuck—9% in..... 

22 #1 Drill selector (8 drills). ... See item No. 158 

23 «(1 BE, Cs xn asvaccendet 3 drills incl.............. 

24 #1 Screw driver (spiral).....¢ 91 Ys. i ME lan ociederee 

25 1 Screw driver PEs patewaedinene kaddp es 

26 «#1 Screw driver.. DD Mb steenacduscoteansaee 

= 64 Screw driver a eer 

28 (1 Screw driver scree .8 in.—insulated to = uae 

29 #1 Screw drivers (nest of)... Model makers CEs 6:00:06 

3001 ee i = > oer 

31 1 Chisel (wood)............ Th Bh. BD Gee Mic ccccccoces 

32 #1 Chisel (w ood) eeaeee seme Bh. DO Mis ccccccsccccs 

338s set Wood carving tools.....- eer rer 

34 «#1 Rule (zig-zag).........++- Di secbigarieteietenesws 

35 1 Rule (flexible steel) .. RR Err 

os 3 Rule (combination) . “z od.» : 2 ee 

371 Square (try and mitre). 

38 C1 Marking gauge...........-seeeeee 

391 Level and plumb......... 

40 1 COMMOEB cc ccccccccccccses 

41 1 GORPOTS oc cccccccccoccene 

42 1 DL: ca cdg readinn KeeeEeradeeneassoesetheee 

438 l1set Drafting board and tools. .Compass, T sq. seas* angles 

44 1 POC TT Enlarging plans, ete pearsiannce 

45 1 File (slim taper)......... Ve 3 ea eee 

4 «#421 File (slim taper)......... Sefae Gs BS Bisscccccass 

47 (1 WO GO crs ccscccses 8 i 

48 #1 SO eres 

49 1 File (half round)... 

50 #61 WU CRORE onc cccaccences 

= i Wood rasp (half round).. 

62 1 Pliers (combination)..... 

538 1 Pliers (long nose)....... 6 

54, 1 PEED 6-ncktcesdovcssees 

55 1 WORER 606. ccccoscccccces 10 a in. to 1 in. 

56 1 Wrench (adjustable)...... oA. A sa ROP Fe 

57 1 BN NG 4:66:00000000. Wkescakes baceneaaesne 

58 1 set TES GEE GR... 66.0060600 Stans sizes, % in. to % 
in. tap wrench, die stock 

59 «(1 Pipe threader ...-Complete with dies....... 

60 1 PEO GEE, oc cccccee Pt OPI Tre 

61 1 PIPO VINO. ccccccvescccoee See item No. 66 

62 1 Soldering iron............ SS eer 

68 #1 Soldering iron..........+. Electric—modelmakers size 

CA Level) Balas? .ccccccscccccvcsccce Acid core...........+00+ 

65 1 PPD 0k 6acdsoenseene — i ee ee eee 

66 «#61 Vise (bench) ....ccccccoce 4 in .—pipe jaws and anvil 

67 1 Vise (bench) 1% in. modelmakers size. 

68 1 Bench screw To make wood vise...... 

69 2 Hand screws A ere PrP rrr rrr 

70 4 C clamps...... -..2—2 in., 2—4 in........ 

71 1 Ripping bar... -5% x 18 in.—gooseneck... 

% 3 Countersink Wood or metal—% in. x 
EG Sind dudie.c kin direicien 

73 (1 Wall Gbb..ccrccccsoses ee ll I ere 

am 1 Center punch..........00. J} = ere 

750 (1 Chisel (cold).........0. ee Sf eee 

76 #1 Awl (scratch)........ ee 4 OO OS 

77 #1 Cornering tool........ aes vs eee 1% in. cutters 

78 «1 Spoke shave..... 

79 1 Wood scraper 

80 1 Pocket knife 

81 lpr. DOSER cccccccece 3 

82 1 Razor blade holder...... ‘Width depth gauge 

88 1 errr Combination 7 x 2 x 1... 

84 1 MES 9.655 0. bks:0-0's. 0.05 CRA REDE KS CASAS 0005 

85 1 PO ME isécedtcccsss Se ear 
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Article Description Price 
ee CPN oo oie ob dk cceccasesasouscaondweeanwa 10 
1 Ib. PRE cccccccccceses PPE ye ore oe eee Tree 15 
1 First aid Be casevescacds : Complete BME cecccccecees 10 
lpkg. Handages ...........- +++-Adhesive bandages....... .05 
1 Flashlight ......... eeeeed cell—focusing ......... 1.25 
I EO i PERS ee 10 
l can il Spout on can 5 
1 pkg. Waterproof 10 
1 gill ES eae .30 
= WE OR s:.215 doe enneneane Complete with glue...... .20 
I MN ois 60:6. 00.0005 accel eedde soldee ses ne newer 15 
NY NN oo 5 ods aces ne RECEP RAMEC EERE SSO 25 
IE WN NN gs 59. a 57s sales Rip us wwibe a(de aie relare' sit 10 
1 Ib. ee er ern eran 05 
EOUE Wise (OOEE) 5. o.o.6 sien nccsace eT ERR erent -10 
lroll Wire (piano).........+-. rrr 10 
lroll Wire (copper)............ Ny ee 10 
1 box Washers (iron)........... Assorted sizes...........- .10 
1box Washers (lock)........... Assorted size8.......++.++ .10 
lbox Washers (faucet)......... Assorted sizes..........+. 10 
PROK CORB AFB ooo cscs cscecce Assorted sizes.......+.++. 10 
lbox Chair rung fasteners...... 30 assorted sizes.......... 25 
DOR ~ CUANEe DRSUONONG. 2 0.6.05 a sscnncasensecesesoccsces 10 
1 _ .. YER er aes 2 ae .05 
1 rrr eT oe eer 
De he Ss a smere nade oid Assorted colors 
2 lb. Nails (common).......... RS eee 
2 lb. Nails (finishing)......... pe RO eee 
% Ib. PS ACE 
1 box dc csidieginecemecwae 
2 Ib. I Vata a:todiwdianene’ 
1 Ib. - Assorted .......+sseeeees 
1 lot . ‘Scrap pieces. 
1 lot .Serap pieces 
eee Home Craftsman Magazine. 12 months subscription.. 80 
tas Popular Science Magazine.12 months subscription. . 1.50 
Se Ee 4h 45 
ey ee 35 
RO, BE oo cic ccccciswases .50 
6% pts. Enamel (4-hour).......... 5 ass .60 
PIES 25 
7 pkgs. Water stain (powders). . 1.00 
6 Paint brushes.......... Gratis 
1 Paint brush.. 25 
1 PENG BOIS occccinccceces 3 in. 25 
=. Paint brushes (camel hair) Assorted artist’s sizes....  .80 
RO, WE vinings ab sa dwdpies.0u.s0asedcnerieeseanesae’ 15 
aaa 0-6 tee FO 0a sp dr oR mad ea uaa eI .20 
ltube Wood filler........... EER SIRENS ESSE ON 10 
lpkg. Sandpaper ............... Assorted sheets.......... 10 
1 Sandpaper holder......... Metal hand block......... .26 
| ..)h—ltl( RU =e en at a) ae eae 10 
lbox Pumice (powdered)....... Ps ce tabmihgd so dauewes 10 
RGEMO WEE sc ccccccecscees seen oor lathe work........... .50 
"ere i Bee eee .20 
1 roll Chasse cloth. rer EO eae 10 
1 erence +ee+30 in. bed—6 in. swing... 4.50 
1 eee Small turnings........... .30 
1 PED cbascecndavntaeed ns 5406 dawennscéssevas 55 
1 Tis cebeusanekeaaae  inds5 00s ara Sied oe oue 55 
1 a eer eee SM 00 66:b:6044:00000060050 55 
1 PN, i 96:6:5:0:5-.0:900008 ns scepesesiscsdiabesenes 55 
1 REE errr 1 in.—gouge 55 
1 BE caches ...-For grinder. . 1.10 
1 Drill chuck. — | Seer 30 
1 Grinding wheel... 660eenee % in. x 4 in 40 
1 Sanding disc............ ° -Complete SA Tee 85 
1 (Co) ee MP Eediesécbiarcnesegenne 
1 ree BD Ws bcccconcascscesenaces 
1 RY Gécaasescuwe Ph | of saw—2¥4 in. cut. 
1 DD: BOB eo cc ncccccccesdeccccaveccsveaseceeoooess 
1 a  earrreaorr e 5% in. capacity 
1 Drill SGlSCtO?. 2.262 cccceses BOG: BD Qi si0cs:c:0086006 
1 , rae lt ME ow skcdeanaes 
3 Shaper cutters ee Oe TRONS ic te cecoeses 
1 Collet GhUsK....ccccccscse For routing........ nee 
1 Mortising attachment.....Complete ......... 
1 Sanding drub........... -1 in. x 1% in 
1 TIS GOW cccccccccccccesoe lh Meccccccsccsces 
ldoz. Jig saw blades........... 6 in.—20 point.......... 40 
1 Sabre blade..........-++++ 6 in— 9 point.......... 10 
1 DE Badidarierddnaeccane Pi cc terccnccasececess 7.95 
1 Mater PUG. ..ccccsccccs 4 in.—4 step............ -55 
1 Motor base........sceece. Floating type............ 1.50 
1 V belt. one (TEE ps ¢haosnsaawes aman -50 
1 YF BGs siecsctesessncescses Be PN dbncccnanccsscoeces -75 
TOTALS sciccscscee KmibAaahenadsawna Rasa bON $150.15 
55 








By B. CHRISTIANSON 


Divisional Merchandiser, 
Montgomery Ward & Co., 
St. Paul, Minn. 





HIS is not a talk in defense of the chain 

store or in condemnation of the indepen- 

dent dealer. I have known chain stores | 

would not defend, and I have also enjoyed the 

acquaintances of independent dealers whom | 
am not competent to criticize. 

It has been my good fortune, as some of you 
know, to number among my acquaintances some 
of the finest, brainiest hardware merchants in 
the United States. It is far from me to under- 
rate the thought, the energy—the long hours of 
time, as well as the ability and experience which 
have been poured into their business. Success 
has come to these men because they merchan- 
dized better than the average. 


B. CHRISTIANSON 
HARDWARE AGE 
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More 


7 Chain store managers must operate efficiently 
| and profitably, must make changes in display and 
selling practices or lose their jobs. Are not permitted 
to stay unless successful. Would be fired if they ran 
store like many independent dealers, says Mr. Chris- 
tianson. They reduce inventories and obtain turn- 
over. Displays encourage sales and store traf fic. 


Concentrate on selling job. 


When I suggested discussing 
this topic under “Why Chain 
Stores Sell More,” I did so be- 
cause I am confident that such 
methods as they use will produce 
more business. After all, it is 
“more business” that spells the 
difference between success and 
failure. You all know what an 
additional “gross” (or margin if 
you wish to call it) would mean 
to your business if it was obtained 
without any additional expense. 

Another known factor is that 
margin comes from sales. If one 
store or one kind of store- sells 
more, they have that much addi- 
tional income in their business to 
cover their expenses and to put 
by as profit at the end of the year. 


Training Needed 


Today for various reasons, the 
business of retailing has become a 
risky complex vocation demand- 
ing scientific training and study. 
Lacking this training and not giv- 
ing time to analysis or much 
thought to his problems, any mer- 
chant is in a precarious position. 

If you think I am overstating 
this, all you have to do is to look 
at the profit and loss figures of 
numerous retail organizations to 
appreciate the fact that retailing 








SHEE 





is not merely buying a lot of mer- 
chandise, making it available to 
the public, and then waiting for 
them to come and take it away. 
That is not the way business is 
done—that is the way it was done. 

Of course no one can learn to 
run a store successfully by simply 
reading a book or listening to a 
talk like this. But where is there 
a merchant who cannot profit 
from an enumeration and an 
analysis of the “good points” 
(call them fundamentals if you 
wish) which are the planks in the 
platform of the successful mer- 


Editor's note:—Mr. Christianson delivered this address at the Minnesota 
Convention, Minneapolis, Minn., Jan. 23, 1936. He is well known through- 
out the hardware field, having been a merchant and for many years the 
secretary of the Wisconsin Association. He has been with Ward's four 
years and brought to the convention the unusual and highly valuable view- 
point of a former hardware merchant and hardware secretary with the 
opportunities to study at first hand chain store operations. 
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chant. These “good points” are 
working for money-making mer- 
chants. They have worked for 
them, and are working for them, 
and will work for you who have 
not tried them, if you will give 
them a chance. 

Four years in chain store work 
has taught me that many indepen. 
dents and the syndicate stores are 
not so far apart in their methods. 
The main difference is that the 
chain stores do things better. They 
have to do things well for they do 
not dare do otherwise. 

Many a chain store manager 
has lost his position because he 
did his job in about the manner 
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that some merchants operate their 
stores. They think their way of 
doing is good enough. This is not 
any reflection on the dealer who 
is doing a good job, but rather 
on the one who isn’t, and the 
trouble with the one who is not 
succeeding is that he doesn’t 
always know it. 

Right here we have another 
reason for the syndicate stores 
doing a better job. When they 
are not doing well, and they don’t 
know it, there is someone in the 
organization who does and who 
will not hesitate to tell them so. 

So it crystallizes itself into this, 
that first one must know he isn’t 
doing well and, second, he must 
be able through his own ability, 
or that of others, to correct that 
which is wrong in the methods 
and practices within his business. 
Again we have the need of diag- 
nosis, and then a_ prescription 
based upon knowledge of tried 
methods, which can be depended 
upon to effect a cure. 

About six months ago, I was 
asked by a well-known merchant, 
a man who has made more than 
an ordinary success of his busi- 
ness in the past, but who is now 
finding it increasingly more dif- 
ficult to make a profit, just what 
the independent store must do to 
be able to survive the competitive 


_ pressure of the large syndicate 


groups. 


Praise is Desired 


This was not an easy question 
to answer. I could have given 
one kind of an answer, but I 
didn’t. Remember it is always 
easy to be popular with any man 
or any group by agreeing with 
the questioner’s viewpoint. It’s 
human to crave endorsement of 
one’s opinions and practices, and 
frequently questions are asked 
just to get someone to concur with 
your views. 

But not so with this merchant, 
who inquired in all sincerity. If 
you think this man was unduly 
exercised over this, you should 
know the facts before passing 
judgment. Less than two weeks 
after this conversation, a hard- 
ware store of the mail order type, 
was opened up in this city. This 
store will do $60,000 volume a 


year in hardware, auto acces- 


58 


sories, tires, paint, roofing, house- 
wares and farm equipment. Sixty 
thousand dollars taken away from 
this merchant and other like 
stores. So I answered his ques- 
tion to the best of my knowledge 
by setting up five different things 
that I felt would go far in bring- 
ing the independent dealer up to 
chain store efficiency. 


Required for Efficiency 


I will give these to you one by 
one, and discuss each in the light 
of my experience as a retail hard- 
ware merchant, as_ association 
Secretary, and finally as a Mer- 
chandiser of hardware, paints, 
implements and auto accessories 
for a large group of stores (108 
in number) located in 8 states 
in the Northwest. 


1. Reduce Inventories to Staples 
or Near Staples, as All That Store 
Should Carry. 


My first reaction when entering 
the chain store field was the mea- 
ger assortment of merchandise 
carried in the various lines 
whether hardware, paint, farm 
equipment, or others. I could 
not conceive that the stores in 
which I had to work were not 
losing much business from in- 
complete assortments and from 
short lines. 

I could see myself boosting the 
company’s sales volume imme- 
diately by leaps and bounds by 
adding to the lines both sizes and 
kinds not carried in stock at that 
time. This would have meant in- 
creasing the store inventories 
by 25 to 50 per cent, and thus 
cutting down the profit possibili- 
ties, unless increased sales _re- 
sulted. 

Since then I have learned that 
this would have been done much 
to my sorrow. I would have run 
into many of the various compli- 
cations arising from slow move- 
ment of merchandise, which by 
the way has a most unwholesome 
effect on profits. 

The steadying influence, the 
stabilizing so to speak, in the high 
officials of the firm, who persisted 
in asking “why” at every turn, 
soon put me on the right track, 
and I in turn began questioning 
my own suggestions before mak- 
ing them. 


e 


Today I can go into an average 
hardware store and cut out at 
least 20 per cent of their inven- 
tory, and do more business and 
make more money after this was 
accomplished. And why not? 
Money is made by selling mer- 
chandise, not by carrying it. 

I wonder if you have a ready 
answer for the “why” of every- 
thing you do. For instance, why 
do you carry seven price lines in 
hammers when three will take 
care of your various classes of 
trade, and so on? There is much 
in every store in the way of mer- 
chandise, and methods, that 
wouldn’t stand up under the 
searching analysis involved in 
finding an answer to that little 
pest of a word, “why.” 

Finally I won approval of a 
considerable number of items to 
add, several hundred to be accu- 
rate, which were immediately 
placed at the disposal of the 
stores. My guesses were fairly 
well made in many of these. Other 
items suggested I found moving 
much more slowly than I antici- 
pated. Some of these were finally 
removed from stock, and the 
stores did not lose business there- 
by. Remember that all the time 
I was far within the limits of the 
assortments, and items, carried by 
an average hardware store as I 
had known them. 


Meeting Demand With 
Four Sizes 


Here is one item that will illus- 
trate what I mean to convey. I 
was much disturbed over the lack 
of tin pot covers in the various 
stores. I knew every hardware 
store had loads of them in all 
sizes from 6% up to 1344 or 
larger. 

I secured the listing of an as- 
sortment in about fifteen sizes 
with a display rack to fit. Sev- 
enty-two stores were instructed 
to stock these covers, and then I 
began to check on reorders to 
see what sizes were selling best. 
Experience soon proved that four 
sizes took care of about 90 per 
cent of all demand, and now our 
stock in each store consists of 
these four selling sizes only. The 
present stock turns rapidly, and 
contributes its share to the profits, 
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but “Oh, what a headache” in get- 
ting rid of the superfluous sizes. 

Right here I want to make a point 
which will come up for further dis- 
cussion later, and that is: This pot 
cover episode happened one and a 
half years ago. Today there are no 
slow moving pot covers in these 72 
stores. Those that did not sell had 
to be moved at any cost. There was 
no choice. My instructions were 
specific. So I got rid of them. 

May I ask you this question? 
When you find an item that is not 
moving, do you immediately set out 
to get rid of it, or do you just push 
it over on the shelves and leave it 
there expecting that through some 
miracle it will finally create its own 
demand, and sell out? 

That is not merchandising. It is 
playing store. If you had to move 
them, you would. But with no one 
to wield the big stick, it is easy to 
let things go from day to day. Now 
is it not? 

Point number 2 has a wide bear- 
ing upon profit making rather than 
any increase in sales. 

Right here I want to bring out 
this thought. To be a successful 
merchant, you must merchandise 
well and operate well. These are 
two separate duties and both must 
be given equal attention. 

In spite of this, only one side 
seems to have been recognized in 
the past by you merchants. when 
you have been dealing with meeting 
chain or syndicate store competition. 

You have placed all the emphasis 
on merchandising—especially _pric- 
ing. Right merchandise and right 
prices are fundamental. It is a 
good place to begin, but you must 
go further. You must operate ef- 
ficiently and economically. 

You can take a lesson from the 
chains, and that is why I will talk 
on some phases of operating such 
as seem to have the greatest bearing 
on profit-making. 


2. Set Payroll Percentages Beyond 
Which Your Store Must Not Go, and 
Then Live Up to Them, 


By this I mean setting a figure 
covering all your selling and non- 
selling help as a percentage on 
sales, such as you know you can 
afford, and still leave enough for 
other expenses, as well as a profit, 
out of the margin you get on your 
merchandise. 

Payroll (you call it salaries) is a 
big item in your expenses. It can 
be controlled even if sales fluctuate. 
Unless it is controlled as sales go 
up and down under pressure of sea- 
sons, and varying demand, you can’t 
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help but lose money every time your 
sales go down. What do you think 
of a total payroll expense as low as 
51% per cent and from there on up 
to 7 or 8 per cent? That is the kind 
that produces profit. From 10 per 
cent and up it becomes dangerous. 
That does not mean equalized over 
the year, but whenever it reaches 
a high point of this figure. 





If 10 per cent was your maximum 
beyond which you could not go, and 
if you had records which showed 
you each week just what the rela- 
tion of this very important figure 
was to your sales, what would you 
do if the figures began to creep up 
beyond this and you knew you were 
losing money? Maybe losing a little 
one week wouldn’t be so bad, if it 
wasn’t for the fact that this loss 
might equal your next week’s profit, 
so at the end of the two weeks you 
would not have anything left. Surely 
you would not sit there and do 
nothing about it. 

Chain stores do not allow store 
managers to have many losing 
weeks. If the payroll goes up until 
the percentage to sales is too high, 
it is brought in line. Again, there is 
no choice. Figures coming into the 
central office must show that some- 
thing is being done about it. A re- 
organization of personnel is made, 
if necessary. Cutting down the force 
or bringing in new men at a lower 
figure may be resorted to. Again, 
payroll is brought under control and 
the store continues to show profit. 
The important part of this is that 


it is done, There is always a way 
when you have to do a thing. 

I know what many of you are 
thinking about—-“Those cold-blood- 
ed corporations—They can do it but 
I can’t.” There is no such a thing 
as can’t—if you must. It would be 
more heartless for a merchant or a 
corporation to continue losing 
money until they were broke, leav- 
ing a group of faithful employees 
without any way of making a living. 
Is it not better to reduce their earn- 
ings somewhat and be able to as- 
sure them of an income in the 
future, even if slightly less than 
their present earnings? 

I have watched this controlling of 
payroll percentages so as to keep 
them below the danger point for 
several years, in over 100 stores, 
and I know it can be done and with- 
out any great sacrifice on the part 
of the employees. I wouldn’t care 
to employ a man who was indiffer- 
ent to my success—who did not care 
whether the business that was con- 
tributing his earnings was losing 
money or not. By analysing your 
expenses weekly and bringing them 
in line with your sales, you will 
have taken the first real forward 
step towards making a profit in your 
business. 


Number three has to do with “Set 
Up a Markup by Lines Such as Will 
Result in the Necessary Gross Mar- 
gin Needed to Cover Expenses and 
Show a Profit as Well.” 


It is too well known to need any 
argument that you can’t mark all 
merchandise so as to carry the same 
gross. But you can equalize it by 
lines with an occasional variation by 
items. Just so the gross on your 
housewares, for instance, remains at 
a certain figure. 

How to do this is very simple. 
Every merchant has enough com- 
petitors so he does not need to 
worry about what he is going to ask 
for merchandise. He can’t get any 
more than the dealer across the 
street, whether it is a mail order 
store or a private owned chain. If 
he is a smart merchant, he will not 
attempt to set prices that are higher 
than his competitors. It does not 
do any merchant good. Sometimes 
we are out of line until some cus- 
tomer points out to us that we are 
higher than someone else. 

After figuring the markup needed 
in each line to bring you in the 
necessary gross, all you have to do 
is to deduct this amount from your 
selling prices, and the balance is 
all you can afford to pay for the 
merchandise. 

Listen to this: [f you are a good 

(Continued on page 108) 
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Aggressive Policy Adopted 
by Philadelphia Dealer 





Interchangeable table tops enable entire table displays to be moved about as 
desired without disarranging the displays 


r YHE new Madway’s Hard- 
ware Store, at 5712 North 
Broad Street in Philadel- 

phia, has been open for business 
less than a year and a half. Yet this 
establishment is already being en- 
larged by 2500 square feet of floor 
space, to more adequately fill the 
needs of its many customers. 

The secret of this tremendous 
success in such a short period may 
be relegated into two principal fac- 
tors. The first is the location. The 
store is situated in a new and thor- 
oughly modern business section 
that has sprung up near the termi- 
nal of the Philadelphia Broad 
Street Subway. Not only is this a 
thickly populated district in itself, 
but the thousands of commuters 
from the outlying suburbs, who use 
the subway to and from the city, 
must change at this point for their 
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buses or surface cars that take them 
beyond the end ‘of the subway 
line. Accordingly, all these 
people are potential customers of 
Madway’s. 


Policies 


The second, and most important 
factor leading to the business suc- 
cess of the Madway store are the 
clever and unique merchandising 
policies for which this store has 
become known. Meyer D. Madway, 
who runs the business, keeps the 
name of Madway constantly before 
his potential customers. In fact, 
the name of Madway has reached a 
great many more people than the 
immediate territory, having re- 
ceived excellent publicity in even 
the New York City newspapers. 

When his store was first opened, 
Mr. Madway installed large pla- 


Madways Noticed by 
Newspapers in New York 
and Philadelphia 


card ads in the subway cars. These 
were not small signs lost among 
the many near the roofs of the 
cars. Instead, his placards were 
placed on the walls near the doors, 
at eye level. This advertising was 
run for several months, so that the 
subway rider is very unobserving 
indeed who is not familiar with the 
name of Madway. 

To supplement these car ads, 
Mr. Madway placed extensive 
newspaper advertisements. In ad- 
dition he distributed 100,000 com- 
plete catalogs in all the sections 
from which his store would draw. 
As a consequence of this extensive 
and well-placed advertising, Mad- 
way’s jumped before the public 
eye with a bang. 

Then the store itself presents an 
appearance that speaks the last 
word in modernity. The blue and 
silver front borders three large 
show windows and two main en- 
trances. As would be expected, 
these show windows are changed 
weekly, and are used to remind of 
seasonal trends. 

The ins‘de of the store consists 
of one large rectangular room 
with 5000 square feet of floor area. 
There are no columns or wall off- 
sets to mar this area. Practically 
all the displays are on flat tables 
and in low wall cabinets. Mr. Mad- 
way does not believe in keeping a 
cellar full of stock. Except for 
strictly seasonal merchandise, 
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“The Evolution of Tools,” a mural by Bertram Goodman, an outstanding feature of the Madway Store in Philadelphia 


every bit of his stock is in the store 
on display. Such vast displays 
lead to an increased turnover and 
facilitate keeping records for re- 
stocking. 

Another factor that has in- 
creased customer purchases is the 
policy of keeping all floor displays 
helow eye level. Thus a customer 


in any part of the store has a clear 


view of every section. A display in 
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the farthermost corner may catch 
his eye and lead to an additional 
sale. 


Display Tables 


An interesting feature of the 
store are the display tables. These 
were built from Mr. Madway’s own 
design. The glass facing that ex- 
tends around the edge of each table 
is set in a groove, so that a com- 
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Plenty of window display space helps call attention to Madway’s. 
The front is blue and silver. 
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plete view of the articles displayed 
can be seen. This is in contrast to 
the tables used by many stores 
where a wooden shoulder extends 
up to hold the glass, thereby cut- 
ting from sight a good section of 
the display. 

An even more interesting fea- 
ture of the tables, however, is the 
fact that all table tops are inter- 
changeable. For instance, if it is 
desired to move a, table display 
from the rear of the store to the 
front, it is unnecessary to teat 
down any part of the display. In- 
stead, the entire top of the table is 
lifted out and carried to the other 
table, the display moving undis- 
turbed. What a timesaver this is 
can be well appreciated by the 
dealers who must completely dis- 
mantle all table displays that they 
move. 

The wall cabinets are of the 
modern type, built low so that lit- 
tle of the displays are above the 
eye level. The tool and hardware 
section extends half the length of 

(Continued on page 150) 
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OREWARNED is forearmed, 

and advance ideas that you 

can use for luring the cus- 
tomer’s dollar into your hardware 
store are doubly valuable. When 
the first buds are beginning to 
show on the trees will be too late 
to begin planning your spring 
windows. Now — during these 
long winter evenings—is the time 
for the display man to be turning 
over in his mind the “knockout” 
displays that will seem to be last- 
minute ideas that appeal to the 
home owner who is looking for 
needs and wants in the hardware 
store. True, he will come to you 
for those items that demand sup- 
ply at the time, but your job is to 
present so many and varied items 
that he will buy far more than he 
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Here are the interchangeable fix- 
tures for these displays ready for 
the merchandise. 
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had any idea of purchasing. That 
is the whole idea of display as 
practiced by those big competi- 
tors who seem to get the public 
in the habit of shopping in their 
stores. 

You can build up the habit of 
shopping in your hardware store 
by anticipating the seasons, spe- 
cial events and holidays and 
working them into your window 
displays. This department of 
Harpware AGE is designed for 
just that purpose, so that you 
may, without undue time and ef- 
fort spent in planning ideas, pre- 
sent your seasonal goods in the 
most appealing way that our ar- 
tist-display man is capable of. 
With this issue we have advanced 
the suggestions so that you will 
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Excelsior Springs (Mo.) Hardware Co. using Hardware Age interchangeable 





























have time to plan their arrange- 
ment and, in addition, you will 
find the HarpwarRe AGE _inter- 
changeable display fixtures a 
great help in cutting down the 
time required to dress these win- 
dows. Here are presented the 
skeleton arrangements so that you 
may see them as they appear be- 
fore the merchandise is placed 
upon them. They, of themselves, 
form a good composition and the 
merchandise appears at its best 
when presented with the fixtures 
as a background. You can ob- 
tain a set of instructions for build- 
ing these fixtures. without any 
obligation if you are a reader of 
Harpware Ace. Thousands have 
already obtained these instruc- 
tions and there are ample sup- 
plies available. If you have not 
sent for yours, do so today. 
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A Simplified Method of Layout Design 


By E. H. BROWN 


4 NHE layout bears the same 
relation to an advertisement 
that the foundation does to a 
house. If the layout is well de- 
signed and substantial, the struc- 
ture erected upon it will withstand 


the storms of competitive adver- 
tisements, will attract and hold the 


o4 


I. Triangles in Layout Construction 


reader’s restless eye, and, other 
things being equal, will result in 
drawing customers to the adver- 
tiser’s place of business, in creat- 
ing additional sales. Conversely, 
if the advertisement is built upon 
a poorly designed layout or upon 
none at all, it is liable to be like 


the house built upon the sands— 
disappointing in its results, to say 
the least. 

Outside of advertising circles, 
layouts appear to be a deep mys- 
tery, or, if the term is understood, 
it is often assumed to be merely a 
technical term invented to disguise 
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a ‘really simple process, just as 
morbillium is the Latin word used 
by physicians for the old familiar 
measles. 

Layout, however, is not quite so 
simple as that. True, it is the 
skeleton upon which the flesh of 
the advertisement is hung, but as 
the framework is good or bad so 
will the final advertisement be 
weak or strong. The prime func- 
tion of the layout is to get the read- 
er’s attention. Getting attention is 
the first step toward selling, the 
object of all advertising. 

Basically, the layout is concern- 
ed solely with design. It has 
nothing to do with the language 
used in the headlines or text: by 
design and arrangement it does at- 
tempt to show the proper and most 
effective locations for those head- 
lines and text, as well as for the 
illustrations. It does not enter into 
the selection of what shall or shall 
not be advertised: it does try to 
display the chosen merchandise or 
service most attractively. It has 
nothing to do with the prices at 
which the commodities shall be of- 
fered: it does aim to bring those 
prices effectively to the attention 
of the readers. 

There have been almost as many 
methods advanced for the con- 
struction of good layouts as there 
have been solutions offered to the 
problem of what to do with used 


safety razor blades. All of these 
methods are excellent so far as 
they go, but most of them are so 
complicated that the layman finds 
difficulty in mastering them and 
applying the knowledge. Further, 
many of these methods aim solely 
at layouts for large advertisements 
or magazine advertisements, thus 
having comparatively little value 
for retail merchants and other non- 
national advertisers. Hence the 
subject, instead of having been 
clarified, is for the vast majority 
of users of advertising space still 
shrouded in the original veil of 
mystery. Advertisements continue 
to be prepared in a hit-or-miss 
fashion with little regard for basic 
principles of design. 


A.B.C. of Layout 


The method of constructing lay- 
outs presented here is offered in 
the hope that the subject may be 
made as simple as A.B.C. The 
author admits that the experienced 
advertising man rarely resorts to 
geometrical forms in designing his 
advertisements. This is not, how- 
ever, because those forms are 
wrong, but because the advertising 
expert knows instinctively the 
proper places in the advertisement 
for effective display. The reader 
who masters the simple method 
presented here will soon find him- 


self possessed of that same in- 
stinctive facility. 

Many beautiful and effective 
layouts may be designed which 
will not conform to this method of 
construction. But these are excep- 
tions, and it must be pointed out 
that every advertisement built 
upon the geometric system will 
result in a well-balanced adver- 
tisement attractively displayed— 
whether it is prepared by the pro- 
fessional advertising expert or by 
the layman. In addition to its 
simplicity and its unfailing suc- 
cess, the geometrical method is 
applicable to all types of adver- 
tising — magazine, newspaper, 
trade paper, booklets and cata- 
logues: in fact, to the entire 
gamut of printed advertising. 

Whether consciously planned or 
not, practically all effective adver- 
tisements follow a geometrical pat- 
tern of some description. The 
pattern may be simple or complex, 
it may leave the realm of figures 
and enter the world of the “steel- 
yard balance,” but almost invaria- 
bly it is there. Whether the adver- 
tisement runs long on white space 
and short on text, or whether the 
reverse is true; whether the adver- 
tisement is generously illustrated 
or is without pictures; if the adver- 

(Continued on page 122) 
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The Danger of 
Direct Buying 


By H. A. CHURCH * 
General Manager, Lux Visel, 
Inc.. Elkhart. Indiana 


URING 1935, national in- 
D come in America’ was 

over 7 billion dollars 
“short” of a normal prosperous 
year, according to available statis- 
tics. 

Compared with a nine billion 
dollar shortage in 1934, and an 
eight billion dollar shortage in 
1933, the past 12 months have re- 
flected a substantial improvement 
in general business and economic 
conditions. 

Yet, compared with a shortage 
in national income of nearly six 
billion dollars in 1932, the past 
three years have proven to be 
more troublesome, than any sim- 
ilar period in the entire economic 
history of America. 

During no other similar 3-year 
period has national income fallen 
short of normal requirements by 
the grand total of nearly 24 bil- 
lion dollars. Neither have we, 
as a nation, tried so many experi- 
ments with economic distribution 
and credit. as during the past 15 
years. 

Back in 1920, we decided to 
experiment with the distribution 
of merchandise and eliminate the 
middleman (jobber) by deliver- 
ing goods from the producers 
direct to retailers, as a means 
of saving money for the consum- 
ing public. In simple terms, we 
were told that items selling for 
$3 could be cut to only $2 and 
we could put the $1 saved in 


*From an address to the Iowa Retail 
Hardware Association. 
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stocks and bonds and live hap- 
pily on the interest from our 
savings ever after. 

Rather than carry this saving 
around in their pockets, and to 
show their appreciation, the con- 
suming public decided to “invest” 
its potential surplus funds in sub- 
divisions, apartment houses, and 
stocks and bonds beginning in 
1925, making their first acquain- 
tance with the bond salesman and 
stock broker. 

Logically enough, if the nation 
could live and prosper on the 
interest from its own savings, why 
not use paper “credit” to buy 
more stocks and bonds on mar- 
gin, and thereby get rich more 
quickly. That opened the way 
for the next economic experiment, 
beginning in 1927, using the peo- 
ple’s “bank deposits,” as a means 
of private credit. 

Apparently, not every person 
in America had been benefited by 


the new experiment with direct 


buying and free credit, so in 
1933 we decided to do something 
for the forgotten man. 

If we could have prosperity by 
eliminating the middleman (job- 
ber), why not eliminate or cur- 
tail the hours of labor; the pro- 
duction of wheat, cotton, corn, 
hogs and other livestock; and 
have a greater abundant life. 

Because the middleman had 
previously closed up his place 
of business, moved out and joined 
the unemployed classification, 
without receiving rent for the 
property he vacated, that was no 
good reason why the farmer 
should do likewise. He demanded 
pay for his part of this new kind 
of prosperity. 

Since the consuming public was 
supposed to benefit by the first 
experiment, they should not ob- 
ject to an extra tax on everything 
they now buy, including food, 
clothing, shelter, fuel, transpor- 
tation, water and the air they 
breathe to raise the money farm- 
ers demanded as rent for their 
curtailed crops and idle lands. 

As in all untried new economic 
experiments, the consuming pub- 
lic usually suffers. Instead of 
saving money by eliminating the 
middleman and buying direct, 
the American public lost over 40 
per cent in wages and profits; 
went broke sometime during the 
past 15 years; and now need 
help to pay their rents and taxes, 
too. 

Now, let us apply a few sound 
business principles to prove that 
to be a fact, using the most sim- 
ple form of elementary arithmetic. 

Since distribution is simply the 
“converting” and “transporting” 
of natural resources from the 
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farms, mines and factories, into 
tangible and usable commodities, 
we as a nation of people must 
live and prosper not from what 
commodities cost, but from what 
they bring. 

For 106 years, from 1814 to 
1920, according to commercial 
history, with the exception of only 
four short periods, our national 
income was about “three times” 
the value of our farm products, 
minerals and productive wages. 

Almost everything we possess; 
every highway; every railroad; 
every home; every building; and 
all of our national wealth was 
created under a “three times 
prime cost” distributing system, 
and how can it be otherwise? 

Normally, there are approxi- 
mately 25 million “prime” pro- 
ducers in America, engaged 
largely in the operation of farms, 
mines and factories. (The 1928 
Government figures quoted the 
total as 24,675,000. ) 

The same source of information 
quoted approximately 50 million 
“non-prime” producers, including 
the housewives not otherwise en- 
gaged, government and railroad 
employees, real estate operators, 
bankers, brokers, merchants and 
professional people; including 
school teachers and domestic 
help. 

By simple addition, 25 million 
“prime,” plus 50 million “non- 
prime” producers, equals the 75 
million adult population of the 
United States of America. Like- 
wise, three times 25 equals 75. 

Does that not prove that three 
times the prime cost of everything 
produced in America must be 
the average retail price, otherwise 
someone must go hungry? 


Sets Up ““Two-Times 
Prime Cost”’ 


Securing merchandise direct 
from the producer in drop-ship- 
ments, but invoiced at the job- 
ber’s bulk lot cost, or less, natu- 
rally eliminates the wholesaler 
and his employees from any part 
of the retail price that such “di- 
rect shipment” might bring, and 
sets up a “two times prime cost” 
distributing system. 

This means, for example, that 
an article costing $1 to produce 
(prime labor and material cost) 
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must retail for $3 (three times 
prime) . . . the distributing sys- 
tem that buys direct and brings 
in only $2 for the items (two 
times prime) naturally deprives 
someone of the other $1 as wages; 
cuts national income by one-third; 
and creates unemployment. 

That is the direct buying method 
by which thousands of . retail 
stores found it possible during the 
past 15 years to feature adver- 
tising slogans, such as . . . “we 
sell for less . . . be thrifty ... 
trade here and save,” . . . yet, 
the more the public saved, the 
poorer the public got. 

Prime costs during 1935 in- 
cluding the “value” of the farm 
products, minerals and producing 
wages, total about 19 billion dol- 
lars. 

Multiply that by a factor of 
“3” and national income during 
1935 should have been 57 billion 
dollars. 


National Income Cut 


Yet, national income last year 
was cut to less than 50 billion 
dollars, which was 7 billion 
short, because about 40 per cent 
of our commodities were dis- 
tributed through the “two times 
prime cost” direct buying system. 

Since this shortage in national 
income during 1935, represented 
the needed funds to give 10 mil- 
lion people regular jobs (wages) 
we simply borrowed the equiv- 
alent to feed them, through AAA, 
TVA, CWA, PWA and WPA 
projects, and burdened the inde- 
pendent retailers with the job of 
collecting all forms of new taxes, 
in the hope of recovering the 
difference. How can we pay taxes 
to maintain governments plus the 
cost to support a vast army of 
unemployed, and still have pros- 
perity? We can’t, and here is 
the proof. 

In 1935 it cost about 22 bil- 
lion to provide food, shelter and 
clothing for America; 19 billion 
for prime costs; and 16 billion 
taxes to maintain our Federal, 
State, school, city and town gov- 
ernments. Add that together, and 
it totals 57 billion dollars. 

Since we received less than 50 
billion as national income, forc- 
ing us to borrow the difference. 
does that not prove that the “two 


times prime cost” direct buy- 
ing system must go, or we must 
decide to pension, not the old 
folks alone, but the younger folks, 
too. 

It differs little on what stand- 
ard we set the value of the dollar, 
money inflation could give only 
temporary relief; the “two times 
prime cost” direct buying system 
could only force national income 
to a lower ratio regardless. The 
direct buying system makes it 
much more difficult to earn a new 
dollar and keep it. In fact, it 
actually takes dollars out of cir- 
culation by cutting the retail 
price, which in the end only cuts 
national income. 

Happily, the business cycle 
turned when the index basic com- 
modity cost increased over 30 per 
cent greater than the price differ- 
ential formerly enjoyed by the 
“two times prime cost” direct 
buying system. No longer can 
that system compete with inde- 
pendents who draw their mer- 
chandise from the wholesaler’s 
low cost warehouse stocks. 

Proof of that comes from a 
press report dated December 23, 
1935, crediting the president of 
the A & P with a well thought out 
program that will help solve much 
of the difficulty. He says in part. 

“The fairest and most workable 
plan would be to sell our stores to 
local managers in states where dis- 
criminatory taxes are passed, and 
enter into the wholesale food busi- 
ness.” 


Should Pay An 
Equalization Fee 


Almost 350,000 retail stores in 
America operate on the “two 
times prime cost” direct buy- 
ing system, with “annual sales 
totaling almost 16 billion dollars. 
Since these stores are directly re- 
sponsible for the 7 billion short- 
age in national income during 
1935, which created more unem- 
ployment, they should be willing. 
in the spirit of patriotism, to pay 
an equalization fee of not less 
than a 10 per cent tax on their 
sales which would help recover 
one-fourth of the shortage. 

Going into the wholesale busi- 
ness will, of course, better solve 
the problem for possibly 50 thou- 
sand of the “direct buying” stores. 

(Continued on page 118) 
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ow They Like It! 


What readers say about the 
Hardware Age Catalog and 


Directory Number 


Standard Ready 
Reference 


PortTLanp, Me.—The Directory 
was received in perfect condition, 
and is exceedingly useful for a 
quick reference. It is kept in the 
file of catalogs used every day, 
and has become a standard with 
us as a ready reference. 

J. H. Day, Vice-President, 


Emery-Waterhouse Co. 


Valuable Asset 


Fort Wayne, Inp. — It is al- 
ways a pleasure to receive the 
Directory issue of the HARDWARE 
AGE, as it has proven a very valu- 
able asset to us. 








This particular issue is used 
several times a day in our busi- 
ness, and we find that it has saved 
us several days time in getting the 
necessary information on a num- 
ber of articles, particularly those 
pertaining to special or repair 
items that we are called upon to 
furnish from time to time. 

We hope you will continue to 
publish this issue and keep us on 
your mailing list. 
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Thanking you for the coopera- 
tion, we are 


O. M. Woopns, 
Merchandise Manager, 
Wayne Hardware Company 


Marvelous 


Houston, Texas—My copy of 
“Who Makes It?” received in 





good order and it ig a marvelous 
edition. I use it very often. 

H. W. WILK, 

H. W. Wilk Hardware 


Best to Date 


Decatur, Inp.—This issue of 
THe Harpware AcE Directory 
will be kept close at hand during 
the balance of 1935 and during 
1936 until the next Directory issue 
is completed by you. Your Sep- 
tember 26th issue appears to be 
the most complete that you have 
compiled to this date, and it con- 
tains much information of value 
to the hardware wholesaler, as 
well as to the hardware retail mer- 
chant. 

Of especial interest to us is the 


table of manufactured hardware 
values and of iron and _ steel 
values. For the retail dealer, the 
price charts on screen wire, rope 
and sash cord will be of direct 
value. 

The Harmony Color Chart will 
be a sales assistant to every paint 
department if used properly. 

Every retail hardware store and 
every jobber and wholesaler 
should consider your September 
26th issue as an important book 
of reference. 

The Directory reached us in 
first class condition; and, we as- 
sure you that we are glad to own 
a copy of it. If, by chance, you 
have a surplus supply of these 
records, we should like two addi- 
tional copies. 


A. H. GERBERDING, 
The Schafer Company 


Arrived in Good 
Condition 


LoweLL, Mass.—We wish to 
say that we received our copy 
of “Who Makes It?” in good con- 
dition. 
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We find it very useful in locat- 
ing manufacturers and consider 
it one of the best sources of in- 
formation that we have in our 
files. 


E. P. Parkuurst, President, 
Bartlett & Dow Company 
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_ Buyers Benefit 


PitrsBurGH, Pa.—Please be in- 
formed we have received the Di- 
rectory of “Who Makes It?” is- 
sued by the HarDwarRE AGE, dated 
Sept. 26, 1935, and have turned 
same over to our purchasing de- 
partment for their attention. 

This book is put up very nicely 
and is full of information, and we 
believe our buyers will benefit by 
receiving this copy, for which 
please accept our thanks. 

M. E. GoLoms, 
Treas. & Gen. Mgr., 
J. A. Williams Company 


Condensed 


CHILLICOTHE, OnIo — It ap- 
peals to us because it is condensed, 





contains only Hardware and 
kindred items. Thanks. 
A. E. HeRRNSTEIN, 
Chillicothe Hdwe. Co. 


In Right Hand Drawer 


Baton Rouce, La.—Have re- 
ceived the Directory issue. The 
writer thought so much of it that 
he placed it in the right hand 
drawer of his desk so he could 
reach for it any moment. I filed 
the last issue and replaced it with 
the 1935 issue and [ am sure it is 
going to be most helpful; in fact, 
when one gets accustomed to a 
Directory of this kind, he is lost 
without it. 

Words are inadequate to ex- 
press our appreciation of how 
much we are pleased with our 
copy of this Directory. 

Joun K. Dyer, 
Doherty Hardware Co., Ltd. 


Everything in One Book 

LakE Forest, ILt.—The “Who 
Makes It?” issue of HARDWARE 
AGE is everything in one book. We 
use this handy volume about a 
dozen times a day and feel that it 
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is a valuable asset to the daily 
routine of business. 


O’Neill Hardware Company 





Complete 
PureBLo, CoLo.—This will ac- 
knowledge receipt of the Harp- 
WARE AGE Directory number, ti- 
tled “Who Makes It?”. The book 
has the appearance of being rather 
complete and will undoubtedly be 
of help in finding the manufac- 
turers of certain items. 
Assuring you of our apprecia- 
tion of the book, we are 
J. M. Hotmes; 
Holmes Hardware Company 





Complete, Compact 


Du.utH, Minn.—I can readily 
see after quickly looking through 
the Directory, that it is going to 
prove very useful, and I think that 
you and your associates are to be 
congratulated on the completeness, 
the compactness and general ex- 
cellence of this issue. 

I prefer to reserve until later 
any suggestions or further com- 
ments, as I have not had an op- 
portunity to consider this as close- 
ly as I want to later on. 

P. M. Cowan, 

Mgr. Gen. Hdwe. Dept., 

Kelley-How-Thomson Company 

An Improvement 
Over 1934 

FAYETTEVILLE, ARK.—We have re- 
ceived the “Who Makes It?” issue of 
HarpwakeE AGE, in very good shape 
through the mail. 
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We think very much of the issue, 
and use it very much. We think it a 
very complete piece of work and 
shows very much well-centered ef- 
fort on the part of HARDWARE AGE. 
It is an improvement over the 1934 
issue, and hope we get to receive 
the 1936 issue next year. 

Bert Lewis, 
Lewis Bros. Co. 


Has First Call 


GREEN Bay, Wis.—It is used al- 
most daily and because of its con- 
venient size has the first call when 
we are looking for information. 

R. E. St. Joun, 
Morley-Murphy Company 


Used Frequently 
Hackensack, N. J.—A very 
useful book. We use it frequently 
looking up manufacturers. 
Romaine Hardware Co., Inc. 


Used Daily 


CaLtumet, Micu.—We find the 
Directory very valuable and use it 
almost every day. 
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Trusting that you will continue 
to put out this directory, we are 
O. W. Keckonen, President. 
Keckonen Hardware Co. 





Beneficial 


Detroit, Micu.—We appreci- 
ate this Directory very much in- 
deed, and think that it is very 
creditable to the HarDWARE ACE 
to publish a Directory of this 
kind. It certainly should be very 
beneficial ‘to every one engaged 
in the hardware business, and we 
thank you very much indeed for 
furnishing us with this informa- 
tion. : 

A. H. NicHoLs, 
Buhl Sons Company 


Every Store Needs It 


St. Louis, Mo.—Wish to advise 
you that we received the book 
“Who Makes It?” in very good 
condition. 

We have the opportunity of 
using this book often, and think 
it is a very fine publication—it 
should be in every hardware 
store. 

BERNARD G. GUDE, 

South End Hardware Company 
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EN who have given a half a century or 
more of service to the hardware business 
merit some special recognition, as well as 

the acclaim of the entire industry. The Hardware 
Age FIFTY-YEAR CLUB is dedicated to that 
purpose. There are no dues, obligations, rituals, 
conventions, or assessments, and men who entered 
the hardware business prior to 1885 are eligible. 
HarpwarRE AGE salutes these half-century veterans 
and will welcome additional members: 


GEORGE HOUSTON 
HARPER entered the hard- 
ware business in May, 1893, 
and has since become one of 
the best-known hardware men 
in the country. As a salesman 
for the National Enameling & 
Stamping Co., with his head- 
quarters at 1901 Light St., Bal- 
timore, Md., he has always 
taken an active interest in trade 
conventions, and has a record 
of attendance at such gather- 
ings that has few equals. He 
was present when the American 
Hardware Manufacturers Assn., 
was organized at Cleveland, and 
has missed only one meeting of 
the National Wholesale Hardware Assn., and but two con- 
ventions of the Southern Hardware Jobbers Assn. He 
served for many years as chairman of the Entertainment 
Committee’s of all three associations. His name is in- 
scribed on the Roll of Honor of the Old Guard of the 
Southern Hardware Jobbers Assn., of which organization 





GEORGE H. HARPER 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


(Old Guard) he is a past president. Most of the more 
than 50 years he has been affiliated with the hardware 
industry have been spent with Nesco. An article published 
some years ago in a New York magazine stated that the 
phrase “Let George Do It” was coined for him. On the 
occasion of his golden anniversary in the hardware busi- 
ness, a friend expressed the belief that George knew more 
hardware jobbers than any one in America. At 66, Mr. 
Harper’s hobby has been and is “selling goods.” 


EMIL G. CLESS, city sales- 
man for the Luthe Hardware 
Co., wholesale, Des Moines, 
Iowa, entered the hardware 
business in 1885 as_ invoice 
clerk for J. D. Seeberger, who 
was then a Des Moines hard- 
ware jobber and dealer. Dur- 
ing the 14 years he remained 
with that company he served 
as a general salesman in the 
retail department, and later as 
a traveling salesman for the 
wholesale department. Leaving 
the company in 1899, Mr. Cless, 
in partnership with his brother, 
opened a retail hardware store 
at Lenox, Iowa. After operat- 
ing the business for 11 years, the store was traded for a 
farm in 1910, and Mr. Cless returned to, Des Moines to 
become assistant sales manager for the Luthe Hardware 
Company. After remaining in that position for 10 years, 
he assumed his present position, at which he has been 
engaged for the past 15 years. When the company was re- 
incorporated in 1918, Mr. Cless purchased some stock in 
the firm, which he has continued to retain. He has gone 
through all of the chairs in the Masonic Blue Lodge, and 
is a district Masonic lecturer, as well as treasurer of his 
lodge. He is also a member of the M. E. Church, and has 
been on the official board of the Church for 25 years. 
His family consists of his wife, three grown sons, and a 
granddaughter. At 68, his greatest pleasure is in meeting 
his customers and in making sales, and his hobby is 
listening to the music of good symphonic orchestras. 





EMIL G. CLESS 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 


same articles. 


26, 1935. 


When writing to the firms mentioned, state that you 


saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


GREENWOOD, S. C.: Where can we 
get repairs for the stoves formerly 
made by the Rathbone-Sard Co., 
Albany, N. Y.?—Gambrell Hard- 
ware Co. 

ANSWER: Standard Gas Equip- 
ment Corp., 18 E. 41st St., New 
York City. 


* + & 


Mipptetown, N. Y.: Who makes 
revolving brass window ventilators 
for installing in the glass of win- 
dows?—Ayres & Galloway Hardware 
Co., Inc. 

ANSWER: Protective Ventilator 
& Screen Corp., 17 E. 129th St., 
New York City. 


* + 


Saucerties, N. Y.: Where can we 
purchase a printing press that can 
be retailed for about $10—P. C. 
Smith & Son. 

ANSWER: Sigwalt Mfg. Co., 2011 
N. Lawndale Ave., Chicago, IIl. 


* & 


Grant Pass, Ore.: Who makes 
the Vasculator glass coffee maker? 
—Rouge River Hardware Co. 


ANSWER: Hill-Shaw Co., 3112 
Desplaines St., Chicago, IIl. 
* + 
CHATTAHOOCHEE, FLa.: Furnish 
name and address of the maker of 
a machine designed for cutting up 
old automobile tires in forms suit- 
able for use in making door mats. 
—I. Kwilecki’s Sons. 


ANSWER: Fabrix, Inc., 325 W. 
Huron St., Chicago, Il. 
* + 
Tempe, Texas: Who makes the 
Ruxton Multi-Vider rule?—Temple 
Hardware Co. 
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ANSWER: Ruxton Multi-Vider 
Vider Corp., 420 Lexington Ave., 
New York City. 


* # 


AUBURNDALE, FLa.: Provide 
names and addresses of several 
makers of excelsior manufacturing 
machinery.—Auburndale Hardware 
and Paint Co. 

ANSWER: R. R. Howell & Co., 
Malcolm Ave., S.E., Minneapolis, 
Minn.; Indianapolis Excelsior Ma- 
chinery Co., 421 W. South St., In- 
dianapolis, Ind., and Crescent Ex- 
celsior Machinery Co., East Pratt 
St., Indianapolis, Ind. 

sé & 


PoucHkEepsiE, N. Y.: Who makes 
rubber suction gadgets such as hold 
small devices onto windshields and 
glass surfaces?—-D. D. Davis. 

ANSWER: Elastic Tip Co., 368 
Atlantic Ave., Boston, Mass. 

* & # 

HutcHinson, Kan.: Where can 
we buy a double dial clock?—The 
Frank Colladay Hardware Co. 


ANSWER: Twinface Clock Co., 
551 Fifth Ave., New York City, and 
Concord Watch Co., 10 West 47th 
St., New York City. 

* & * 

Jersey City, N. J.: Who makes 
Carbola, used as a whitewash and 
disinfectant? — Finkelstein’s Hard- 
ware, Inc. 

ANSWER: Carbola Chemical Co., 
Natural Bridge, N. Y. 


* & 


Far Rockaway, N. Y.: Furnish 
address of the manufacturer of 
Ericson Hi-Speed sanders. — Gem 
Hardware, Inc. 


ANSWER: Ericson Speedmatic 
Co., Inc., 339 East 23rd St., New 
York City. 


* + 


Berwyn, ILut.: Where can we ob- 
tain repairs for Ives toy railway 
trains?—Tom Jansky Hardware. 


ANSWER: Lionel Corp.. 15 East 
26th St., New York City. 


* %*& 


DusugquE, Iowa: Where can we 
purchase a punch suitable for 
punching catalogue pages for a 
Kalamazoo catalogue binder? — 
Kretschmer-Tredway Co. 


ANSWER: Remington-Rand, Inc., 
205 East 42nd St., New York City. 


> © & 


Creston, Iowa: Where can we 
get repairs for a Newport .410 ga. 
shotgun?—Mahan Hardware Co. 

ANSWER: This is a special brand 
of Hibbard, Spencer, Bartlett & 
Co., wholesale, 211 -East North 
Water St., Chicago, II. 


oe = *@ 


MANSFIELD, On10: Furnish names 
and addresses of several manufac- 
turers of miners’ hats and caps.— 
The Wagner Hardware Co. 

ANSWER: Mine Safety Appli- 
ance Co., 230 N. Braddock Ave., 
Pittsburgh, Pa.; Wilkes-Barre Cap 
Mfg. Co., Wilkes-Barre, Pa., and 
Hardscog Mfg. Co., Ottumwa, Iowa. 

* & 


Ripcewoop, N. J.: Who makes 
Furn-X? — Ridgewood Hardware 
Co. 

ANSWER: Acme White Lead & 
Color Works, Detroit, Mich. 
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ADVANCES BECOMING EFFECTIVE 


Door Checks 


Perfection Oil Gates 


Plumbers’ Oakum Pottery Plumbing Ware 
Star Expansion Bolt Anchors, Etc. 


DECLINES BECOMING EFFECTIVE 


Cotton Sash Cord 
Micklin Corners 


Oiled Clothing 
Seine Twine, Etc. 
Safecote Rubber-covered Wire 


February 
13th 
1936 


ADVANCES BEING ANTICIPATED 


Builders’ Hardware 


Star Expansion Bolt Company 
have issued a new discount sheet, 
effective February 17, including sev- 
eral advances in the prices of bolt 
and screw anchors and shields, the 
second mark-up from the October, 
1932, levels. New prices to the 
trade are as follows, with lists un- 
changed: 

Tampin Machine Bolt Shields—60 per 
cent, formerly 65 per cent. 

Loxin Galvanized Shields—65 per cent, 
formerly 65-10 per cent. 

Sebco and Starlag Lag Shields—75 per 
cent, formerly 72%-20 per cent. 
Scruin Screw Anchors—72% per cent, 

formerly 75 per cent. 

Other changes were made on less 
staple items, but prices were not 
changed on Slugin bolt anchors, con- 
crete inserts, Dryvin nail anchors, 
Springin toggle bolts, or on drill 


points. 
” e * 


The price-drop on cotton sash 
cord, mentioned in a previous issue, 
has varied from one cent per pound 
on competitive grades, to four cents 
per pound. The well-known Sam- 
son Spot and Silver Lake sash cords 
were reduced four cents, which rep- 
resents the approximate amount of 
the former processing tax. Whole- 
salers have received mark-downs of 
about 10 per cent on seine twine, 
trot lines, and staging twine. Oiled 
clothing has been reduced about 10 
per cent. Quotations on plumbers’ 
oakum were raised 10 per cent. 

* * # 


In line with the advance, re- 
cently reported, of 10 per cent on 
plumbing enameled ware, a similar 
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Sweat Pads 


mark-up is now in effect on pottery- 
ware items. 
* * * 

All leading manufacturers of 
door checks or closers have an- 
nounced a 10 per cent price increase, 
effective February 10, following the 
mark-up which occurred last year. 
There is a very firm price tendency 
throughout the builders’ hardware 
market. 

* * #& 

A 10 per cent advance was 
placed in effect February 1, on Per- 
fection oil gates. 

* * * 


Makers of rubber-covered 
wire, operating under Safecote li- 
censes, placed in effect on February 
1, reductions ranging from 5 to 13 
per cent below the previous printed 
schedule. This was a defensive 
move against the price-cuts which 
had been offered by certain non- 
licensed manufacturers, and which 
had been weakening the regular 
price structure. There is still a 
continuance of the price war on out- 
let and switch boxes and covers, 
which is causing some below-cost 
quotations on certain items. 

* * * 


Sweat pad makers and their 
jobbers have been through a recent 
very low price period on pads, re- 
ported by some sellers as causing 
serious losses to those who were try- 
ing to meet all competition. Quo- 
tations are still very low, but are 
steadier, and higher prices are said 
to be in prospect. Material costs are 


higher, the decline in the cotton cov- 
ering fabrics being more than offset 
by a sharp rise in the cost. 

* # * 


The Micklin Mfg. Co., Oma- 
ha, Neb., manufacturer of Micklin 
self-squaring corners for window 
screen frames, etc., has announced 
a price reduction which places this 
product in the competitive field for 
the first time. At the same time the 
Company has made a counter display 
and other dealer helps available to 
retailer. 

* * & 

Bicycle sales for spring de- 
livery have. been very heavy, and 
while cold waves have lessened the 
urgency of immediate calls, makers 
are preparing for another increase 
over last year’s gains. 

* 8 * 


Quotations on denatured alco- 
hol, of regular grades, were reduced 
four cents per gallon on January 31. 
There was no change at that time 
on Super-Pyro, or other special 
grades. 

* * * 

Hardware stores in some 
areas do a large supply business 
with neighboring fur farms—partic- 
ularly on heavy nettings, hardware 
cloth, and fence posts. The fur in- 
dustry is very active, and is account- 
ing for large tonnages of these sup- 
plies. The agricultural department 
has lately reported that silver fox 
farms will produce more pelts this 
year than last. Last year the total 
for which the pelts were sold by fox 
farmers came to within almost half 
a million dollars of the 1928 total, 
but they had to sell almost three 
times as many pelts for the price. 
Last year 170,000 silver fox pelts 
were sent to market. They brought 
fox farmers $7,114,500, compared 
with $7,719,600 paid for 60,000 pelts 
in 1928. New uses for the fur, and 
a steady. consumer demand have 
made the raising of foxes in captiv- 
ity an important industry. About 
half the pelts are produced in Wis- 
consin, Minnesota and Michigan, but 
foxes are raised in. most northern 
states. 

* * * 

Hardware stores with efficient 

heating and plumbing departments 
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are watching the fast-growing popu- 
larity of air-conditioning installa: 
tions, and are getting into line for 
a share of this new money. Manu- 
facturers participating in the Inter- 
national Heating and Ventilating 
Exposition at Chicago, recently pre- 
dicted a $750,000,000 business this 
year for the heating, ventilating and 
air conditioning industry. They 
based their prediction on the sales 
made during the show, the growing 
interest in air conditioning for home 
and industrial use, and the fact that 
most of the large makers of heating, 
ventilating and refrigerating equip- 
ment are entering the air condition- 
ing field. General Motors have re- 
cently organized a special division, 
(Continued on page 142) 





Wholesale 
Hardware Collections 


CHICAGO—The per cent of change 
from December, 1934, in wholesale 
hardware accounts oustanding was 
plus 17.7 per cent; collections 
were plus 24.7 and the ratio of ac- 
counts outstanding to net sales 
was 183.0 per cent. 


ST. LOUIS — General collections 
during December reflected the high 
record of efficiency which has 
marked the past eighteen months. 
Representative interests reported 
on December collections as follows: 
fair, 42.2 per cent; good, 51.0 per 
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cent; excellent, 4.8 per cent, and 
poor, 2.0 per cent. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during December to the total 
amount due from customers (out- 
standing) on first of month was 
50.3 per cent in December, 1935, 
-— 45.5 per cent in December, 
1934. 


DALLAS—The ratio of wholesale 
hardware collections during De- 
cember to accounts and notes out- 
standing on Nov. 30, 1935, was 
52.4 per cent. 
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NEW YORK — The per cent of 
wholesale hardware charge ac- 
counts outstanding Nov. 30, 1935, 
collected in December, was 49.4 per 
cent in 1935, and 48.4 per cent in 
1934. 


RICHMOND — The percentage of 
Dec. 1, 1935, wholesale hardware 
receivables collected during the 
month was 47.8 per cent. 


KANSAS CiITY—Wholesale hard- 
ware outstandings on Dec. 31, 1935, 
were plus 4 per cent as compared 
with Dec. 31, 1934, and minus 5.9 
per cent 4s compared to Nov. 30, 
1935. The amounts collected in 
December, 1935, were plus 13.5 per 
cent as compared to December, 
1934, and plus 14.2 per cent as 
compared to November, 1935. 


PHILADELPHIA —The ratio of 
collections to receivables in De- 
cember, 1935, was 39; in November, 
1935, was 45, and in December, 
1934, was 38. 


CLEVELAND — The Federal Re- 
serve Bank of Cleveland does not 
collate information on either gen- 
eral wholesale or wholesale hard- 
ware collections. 


MINNEAPOLIS — The percentage 
of wholesale hardware accounts 
and notes receivable on Dec. 31, 
1935, was 99 per cent of those on 
the same date in the preceding 
year. 


ATLANTA — The collection ratio 
in wholesale hardware was 41.7 in 
December, 1935; 41.7 in November, 
1935, and 40.8 in December, 1934. 
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CARLISLE BALDWIN RETIRES AS HEAD OF CABINET 
LOCK DIVISION OF THE AMERICAN HARDWARE CORP. 


Completing a half-century of 
service in the lock and hardware 
business, Carlisle H. Baldwin has 
retired from active participation 
in the affairs of the Corbin Cab- 
inet Lock Co. division of The 
American Hardware Corp., New 
Britain, Conn. At the time of 
his retirement Mr. Baldwin was 
general manager of the Cabinet 
Lock unit and second vice-presi- 
dent of the parent corporation. 
He has long been an outdoor en- 
thusiast, and he and Mrs. Bald- 
win are planning to enjoy the 
Florida climate for the remainder 
of the winter. 

Mr. Baldwin’s association with 
the Corbin Cabinet Lock Co. be- 
gan in 1899, when he joined the 
firm as assistant to George W. 
Corbin, general manager at that 
time. He was elected secretary 
of the company in 1904 and treas- 
urer in 1905. When George W. 
Corbin, president, retired in 1907, 
Philip Corbin reassumed the 
presidency for a year, and Mr. 
Baldwin became vice-president 
and treasurer. In 1908 he be- 
came president and _ treasurer, 
serving in that capacity until 
1912, when the firm was taken 
over by The American Hardware 
Corp. Mr. Baldwin was then 
elected a director and vice-presi- 
dent of the latter corporation and 
manager of the Cabinet Lock Co. 
division, which offices he has 
since held. 

Mr. Baldwin writes us that 
intimate acquaintance in service 
under the founders of the busi- 
ness has always been cherished 
by him as an exceptional privi- 
lege and guide to the perpetua- 
tion of policies that have made 
the house of Corbin great, and 
in commenting upon his retire- 
ment, he adds: “Fifty years of 
constant application to business 
is a long period in the life of 
any man, and its conclusion jus- 
tifies the desire for greater per- 
sonal relaxation than is afforded 
by the demands of efficient man- 
agement, particularly in these 
strenuous times. 

“Although personal ownership 
of a business makes gradual re- 
tirement possible and easy ac- 
cording to the desires of the 
owner, in highly organized 
corporate ownership these desires 
can only be realized by more 
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sudden changes and definite shift- 
ing of responsibility to those who 
must carry on. This line of 
thought prompted my retirement 
at this time and provides greater 
opportunities for those who as- 
sume the released responsibili- 
ties.” 

GEO. L. EARLE HEADS 
NORTH WAYNE TOOL CO. 

At a meeting of the directors 
of the North Wayne Tool Co., 
Oakland, Me., George L. Earle 
was elected to succeed his father, 





GEO. L. EARLE 


the late H. S. Earle, as president 
and sales manager. John R. 
Earle, a grandson, was elected 
treasurer and assistant sales man- 
ager, succeeding his father, 
George L. Earle. 





WELFELD HEADS 
CONSOLIDATED STORES 


Louis Welfeld was elected 
president of the Consolidated 
Hardware Stores, Baltimore, Md., 
recently. Other officers elected 
were: John Rafferty, vice-presi- 
dent; Benjamin Gorfine, treas- 
urer; Louis Schilling, secretary; 
and Carroll Reed, chairman of 
the merchandise committee. 





EAGLE HDWE. STORES 
ELECT OFFICERS 


Seventy-four members of the 
Eagle Hardware Stores met in 
Cleveland, Jan. 10, to hear of- 
ficers’ reports for 1935 and to 
elect officers and a board of trus- 





tees. J. C. Blaser, president; 
Al Gould, vice-president; Louis 
Manthey, secretary, and George 
Eisenberg, treasurer, were re- 
elected. The following were 
reelected members of the board 
of trustees: Robert Bubna, Harry 
Kozman, Sylvester Betz, and J. 
G. Scheurerman. Newly elected 
to the board were: S. J. Carroll, 
J. S. Barr, John Smolin, Joe 
Nemeth, and Harold Neiditz. 





SUPPLEE-BIDDLE ADDS 
TO SALES FORCE 


The following salesmen have 
been added to the sales organiza- 
tion of the Supplee-Biddle Hard- 
ware Co., Philadelphia, extend- 
ing their activities in the Metro- 
politan district: Morgan Morris, 
Sidney W. Smith and S. Zielstein. 





SAVOGRAN CO. ELECTS 
VERNON VICE-PRESIDENT 


At the recent annual meeting 
of the board of directors of the 
Savogran Co., in its home office, 
Boston, Franklin Vernon was 
elected vice-president. Mr. Ver- 
non has been manager of the 
company’s Washington, D. C., 
office for the last eight years and 
will continue in that capacity in 
addition to his new duties. 





LINCOLN-SCHLUETER CO. 
EXPANDS FACILITIES 


Increased sales have made it 
necessary for the Lincoln-Schlue- 
ter Floor Machinery Co. to ex- 
pand its production and office 
facilities. The company’s offices, 
at 213-221 West Grand Ave., 
Chicago, are being enlarged; 
more space for factory operations 
has been acquired, and new high- 
speed production machinery is 
being installed. The expansion 
program will enable the com- 
pany, which is celebrating its 
fortieth anniversary this year, to 
keep up with the growing de- 
mand for its floor sanding, wax- 
ing, polishing and _ scrubbing 
machines. 

In commenting on the expan- 
sion program, Mrs. G. A. Schlue- 
ter, president, said that it was 
due not only to actual require- 
ments, but also to confidence in 
further improvement in the near 
future. 

Following the death of her 
husband, Max L. Schlueter, in 
1925, control of the company was 
assumed by Mrs. Schlueter, and 
the steady progress that has 
since been made is attributed to 
her business acumen in the man- 
agement of the company’s affairs. 





| DEMONSTRATION OF ELECTRIC RANGES _| 








In the b t of Atki 





"s hardware store, Brooklyn, N. Y., this group 


of women saw electric ranges demonstrated. The store cooperated with 
the Brooklyn Edison Company in showing this large group of housewives 


the advantages of electric cooking methods. 


After the demonstration the 


invited guests were served coffee, cake, etc., prepared on the electric 
range while they listened to the demonstrator. 
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PAINT MANUFACTURER 
TO OPEN RETAIL BRANCH 


Lowe Brothers Co., paint and 
varnish manufacturer of Dayton, 
Ohio, is planning to open a 
branch retail store, about April 
1, in the Smith block at 211 and 
213 College St., Burlington, Vt. 
Renovation of the store space will 
begin soon. A hydraulic lift will 
be installed to facilitate transfer 
of supplies to the basement. New 
electrical fixture of modern in- 
direct lighting design will be 
added. 


MALLEABLE IRON FIRM 
NAMES NEW GEN. MGR. 

Cal. C. Chambers has been 
appointed general manager of 
The Southern Malleable Iron Co., 
East St. Louis, IIl., succeeding 
V. S. Durbin. Herman N. Brien 
has joined the firm’s staff as sales 
engineer. 

A plant laboratory equipped 





with modern facilities for the 
testing of materials and manu- 
facturing has been installed with 
Charles S. Bunting, metallurgist 
and chemist, in charge. The 
company has also made major 
improvements in foundry equip- 
ment and methods of manufac- 
ture. 


ECKLAND HEADS DEPT. 
FOR MOREHOUSE & 
WELLS 


H. W. Eckland of Paducah, 
Ky., has been placed in charge of 
the industrial department of 
Morehouse & Wells Co., 805 
North Morgan, Decatur, Ill., gen- 
eral and heavy wholesale hard- 
ware firm. The company antici- 
pates a heavy demand for 
replacement and maintenance 
supplies of all kinds now that 
industrial activity in most lines 
is more pronounced. Formerly 
this type of business has been 








handled through the firm’s regu- 
lar salesmen, but it is felt that 
the new plan will be more result- 
ful and profitable. 


DAVENPORT ADDRESSES 
PITTSBURGH ASSN. 


Edward Davenport of the 
Stevens Davis Hotel, Chicago, 
was guest speaker at the Jan. 24 
meeting of the Pittsburgh Retail 
Hardware Association at the 
Fort Pitt Hotel. Twenty-four 
members attended the dinner and 
the total attendance was 38. Pres- 
ident L. S. Kelso presided. 

The subject of Mr. Davenport’s 
address was, “Sales—How pro- 
gressive dealers close them.” 
Ernest Johannesen, secretary of 
the Baltimore Retail Hardware 
Association was also present. He 
announced the program of the 
PASHA convention and urged as 
many as could to attend. 





BROOKLYN ASSN. SENDS 
DELEGATION TO CAPITAL 


A committee to go to Washing- 
ton to insure the continuation of 
FHA financing of major electrical 
appliances was selected at the 
monthly meeting of the Electrical 
Appliance Dealers Association of 
Brooklyn, N. Y. The meeting 
which was held Jan. 22, on the 
roof garden of the Hotel St. 


George, was attended by 260 
dealers. 

Herbert L. Carpenter, FHA 
chairman of the Brooklyn district 
and Percy Peters and Louis 
LeWinter, prominent business 
men and association workers, 


composed the committee which 
left for Washington during the 
week of Jan. 27. The association 
also advised all connected with 
the electrical industry to take 
prompt action on this phase of 
the FHA by getting in touch with 
their representatives. : 





HALL CONVENTION WILL BE HELD 
IN NEWLY ENLARGED COMPANY BUILDING 


The newly enlarged building of 
the Hall Hardware Co., Minnea- 
polis, Minn., will be the scene of 
the Halli convention, Feb. 18, 19 
and 20, which will occupy the 
entire seventh floor. The build- 
ing, which will be dedicated 
Tuesday morning, Feb. 18, is ex- 
pected to draw large crowds. 

In all, the new quarters afford 
272,000 square feet of floor space. 
The main office, which is on the 
eighth floor, is 64 x 150 feet and 
has an acoustic ceiling, extra 
large windows fitted with Vene- 
tian blinds, allowing a large 
amount of natural light to enter. 
Indirect high wattage lamps 
supply artificial light. The floor 
is covered with battleship lino- 
leum and the entire office is com- 
pletely air-conditioned. 

Also on the eighth floor is an 
auditorium with a seating capa- 
city of 600 and with accordion 
doors on two sides, permitting an 
attendance of up to eight or nine 
hundred people. A demonstra- 
tion or experimental store, com- 
plete with a store front, occupies 
30 x 64 feet of this floor. Here 
all new displays, merchandising 
ideas, together with the actual 
change of seasonable merchan- 
dise will be carried through in 
the same manner as it should be 
done in a regular retail store. 
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In addition, the eighth floor 
also has a large merchandise dis- 
play room, a print shop, and a 
screen process room where all 
banners, talking cards, price 
cards, etc., are made. 


The newly enlarged build- 
ing of the Hall Hardware 
Co., Minneapolis, Minn., 
where the annual Hall 
convention will be held 
Feb. 18, 19 and 20. The 
photo below shows a por- 
tion of the office quarters 
of the company. 
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PHILADELPHIA HDWE. MERCHANTS AND MFRS. ASSN. 
CELEBRATE 50TH ANNIVERSARY AT BANQUET 


Some four hundred members 
and guests of the Hardware Mer- 
chants and Manufacturers’ As- 
sociation of Philadelphia sat 
down to the fiftieth annual ban- 
quet of the organization at the 
Bellevue-Stratford Hotel in that 
city, Thursday evening, January 
30th. Being the golden anni- 
versary of the association, the 
committee on arrangements, 
headed by L. Brewster Jack- 
son, of Wickwire Bros., had pre- 
pared several unusual features in 
addition to the customary good 
dinner and profusion of gifts. In 
its span of fifty years, the organ- 
ization has had 24 presidents. 
Messrs. Paul A. Griffith, Fay- 
ette R. Plumb, Jr., E. C. Gris- 
wold, S. Horace Disston, E. J. 
McAleer, Sr., E. E. Chandlee, 
Joseph M. Hottel and Harry D. 
Moore. Eight of these are still 
living, and seven of them were 
at the banquet. Several years 
ago, the Association inaugurated 
the practice at these annual 
banquets of selecting some out- 
standing hardwareman who had 
distinguished himself and the 
industry he served by conspicu- 
ous public service and awarded 
him a gold medal. Four out of 
the five “gold medallers” were 
at the banquet, seated at the 
speakers’ table and wearing their 
decoration — Saunders Norvell, 
Robert H. Treman, C. J. Whip- 
ple and A. J. Bihler. Colonei 
Fred H. Payne was unable to 
be present. 

This year, the banquet com- 
mittee selected the living past 
presidents for decoration and ac- 
claim. To each was awarded a 
golden key as emblematic of the 
esteem and affection in which 
the association held them. Three 
of the past presidents were sons 
of former presidents, and to these 
three men—Horace Disston, Paul 
Griffith and Fayette Plumb, a 
special word of appreciation and 
praise was expressed by the 
speaker for so worthily following 
in the footsteps of their respec- 
tive fathers. Leslie M. Stratton 
of Memphis, president of the Na- 
tional Wholesale Hardware As- 
sociation, made the awards to the 
past presidents, and he dis- 
charged the task in graceful 
thought and words, accompanied 
by an intimate knowledge of the 
personalities and careers of the 
respective recipients. 

The Association also presented 
a golden key to George A. Fern- 
ley, permanent and perpetual sec- 
retary of the organization. Mr. 
Stratton requested Mr. Fernley 
to approach the speakers’ table 
and to remain standing while he 
paid a tribute to Mr. Fernley’s 
father, the late “T. J.” for his 
many and devoted years to the 
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Left: JOHN S. NORTH 
Right: L. B. JACKSON 


service of the hardware industry. 
He reminded the audience that 
the Philadelphia organization had 
had only two secretaries in its 
fifty years’ existence, and they 
were father and son. He also 
stressed that the same measure 
of faithful and efficient service 
had been rendered by the Fern- 
ley family to the National Whole- 
sale Hardware Association, and 
hoped the family tradition would 
be carried on. As the two sons 
and nephew of George were pres- 
ent at the banquet and heard the 
tribute to their fathers and 
grandfather, the audience lost no 
time in expressing its apprecia- 
tion for the thoughtful and kind- 
ly words of Mr. Stratton. 

John S. North, of North Bros. 
Mfg. Co., succeeded Harry D. 
Moore as president for 1936. 





GALLAGER HEADS 
THE NUTMEGGERS 


Charles F. Gallager was 
elected president of The Nutmeg- 
gers at their Jan. 8 meeting, 
City Club, Hartford, Conn. 





CHAS. F. GALLAGER 


George Ellis and Stanley Mott 
were elected first and second 
vice-presidents respectively, and 
E. C. Sullivan, secretary and 
treasurer. Directors elected were: 
past president H. F. Sullivan and 
E. C. Paddock; directors for 
three years, H. M. Knapp, W. 
W. Woodruff, F. B. Atwood and 
H. W. Murray. 


A new resolution was passed 





and took effect immediately, 
namely, that the executive year 
would start with the calendar 
year and not at the February 
meeting as has been done. The 
annual get-together and Nutmeg- 


gers party will take place at the 
Hotel Bond, Hartford, on March 
4. It will be a joint party of 
The Nutmeggers, Inc., and The 
Connecticut State Hardware 
Dealers Association. 


SESAMEE CO. MAKES CHANGES IN PERSONNEL 


William J. Mundhenk, former- 
ly in charge of eastern sales for 
Trupar Mfg. Co. of Ohio, has 
been appointed sales manager of 
The Sesamee Co., Hartford, 


Conn., manufacturer of Sesamee 





WM. B. GREEN, JR. 


Keyless Locks. A graduate of 
Ohio State University, Mr. Mund- 
henk was for several years asso- 
ciated with the Duro Pump Co., 
Dayton, Ohio. 

William B. Green, Jr., of West 
Hartford, Conn., has been elected 
vice-president and general man- 
ager and also a member of the 
board of directors. Mr. Green has 
had several years’ experience in 





manufacturing in Connecticut. 
In briefly outlining the firm’s 

merchandising plans, Mr. Mund- 

henk said, “Our program is built 

around the strong use of point- 

of-sale material, designed to 
i 





WM. J. MUNDHENK 


speed up dealers’ sales. Our re- 
sponsibility, and this holds true 
of all manufacturers selling 
through dealers, is to get the 
merchandise off retail counters 
and into the hands of the con- 
sumer. We have been studying 
that problem closely and have 
been doing considerable testing 
before announcing our sales pro- 
gram this spring.” 


HDWE. BOOSTERS PLAN ANNUAL ENTERTAINMENT 


The Hardware Boosters at 
their monthly meeting, Jan. 25, 
at the Hardware Club, New York 
City, decided to hold another an- 
nual banquet and entertainment 
this year. The Boosters’ “Night 
Out” has been recognized as one 
of the high spots of interest in 
the New York Metropolitan hard- 
ware trade for many years. 

The speakers of the evening 
were two prominent members, 
Frederick Pfeifer, The Payson 
Co., and Fred Scholl, Long Island 
Hardware Co. Mr. Pfeifer, who 
was introduced as a member of 
the Harpware AcE 50 Year Club, 
contrasted the conditions under 
which salesmen work today with 
those of his earlier years. His 
reminiscences of the blizzard of 
1888 and of the Johnstown 
flood, which he narrowly escaped, 
were particularly interesting. Mr. 
Scholl delivered a practical talk 
on the relationship between 
traveling salesmen and their cus- 
tomers. He pointed out that 
very frequently the salesman is 





not as well known to the buyer 
as he thinks he is and Mr. Scholl 
emphasized the value of using 
the business card even where the 
salesman thinks his name and 
his line are thoroughly known. 

A change of meeting date from 
the last Saturday of each month 
to the last Friday evening of each 
month was discussed and it was 
decided to proceed with the steps 
to alter the by-laws to make this 
change possible to go into effect 
with the first fall meeting. 

A suggestion was made and dis- 
cussed that an organization be 
formed in New York City that 
would include members from all 
branches of the hardware trade. 
Four new members were re- 
ceived into the Boosters. They 
were H. J. Strugnell, New York 
district sales manager of the Rem- 
ington Arms, Inc.; Daniel Werth, 
Star Expansion Bolt Co.; Louis 
W. Appell, Heiz & Heiz, Inc., 
Brooklyn, and MacDonald Wit- 
ten, associate editor, HARDWARE 
AGE. 
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GOODRICH CO. NAMES 
NEW CLEVELAND 
MANAGER 


L. C. McGinley has been ap- 
pointed Cleveland district man- 
ager for The B. F. Goodrich Co.. 
Akron, Ohio, succeeding Roy J. 
Devereaux, who has been named 
tire sales manager of Canadian 
Goodrich Co., Ltd., Kitchener, 
Ont. 

Mr. McGinley has been asso- 
ciated with the firm since 1919. 
He was division credit manager 
supervising the work of his de- 
partments in the Cincinnati, De- 
troit, Buffalo, Pittsburgh and 
Cleveland districts at the time of 
his promotion. 

Mr. Devereaux was first em- 
ployed by Goodrich in 1914. He 
had been branch manager in 
Worcester, Mass., and Grand 
Rapids, Mich., before his Cleve- 
land appointment, and previously 
held a number of Goodrich sales 
positions in the New England 
states, the Middle West and 
Canada. 


ALABAMA DEALERS VIEW 
F. M. REFRIGERATORS 


Wimberly & Thomas Hardware 
Co., Birmingham, Ala., distribu- 
tor of Fairbanks-Morse Con- 
servador Refrigerators, held a 
formal showing of the new “C” 
line of refrigerators at the Tut- 
weiler Hotel, Birmingham, Jan. 
24. The meeting was well at- 
tended by dealers from all parts 
of Alabama who expressed en- 
thusiasm for the new line. 

W. A. Thompson, manager of 
the appliance department of 
Wimberly & Thomas, conducted 
the meeting. W. R. Ceperly of 
the Home Appliance Division of 
Fairbanks, Morse & Co., Chicago, 
spoke about the firm’s back- 
ground, the establishment of a 
new factory at Indianapolis, and 
the future which the refrigerator 
business holds for Fairbanks- 
Morse dealers. The sales plans 
and advertising promotion ac- 
tivities of Fairbanks-Morse were 
also discussed. 


OMAHA CLUB 
REDUCES DUES 


In an effort to enlarge its mem- 
bership, the Omaha Hardware 
Club at its Jan. 18 meeting at 
the Hotel Paxton, Omaha, Neb., 
reduced the dues for all new 
members. President J. Hardy 
presided over the meeting which 
was attended by 18 members. 





DATE SET FOR 
N.R.H.A. CONVENTION 


the National Retail Hardware As- 
sociation will be held at Atlantic 
City, N. J., July 20-23, 1936, it 
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| years. 


| more than 20 years. 


The 37th annual congress of | 
' new store will also handle sport- 


was announced by H. P. Sheets, 
managing director, 130 East 
Washington Bldg., Indianapolis, 
Ind. Headquarters will be the 
Hotel Haddon Hall-Chalfonte. 





THE FEDERATED SALES 


SERVICE INCORPORATES | 
The Federated Sales Service, | 


729 Boylston St., Boston, Mass., 
has incorporated under the name, 
The Federated Sales Service, Inc. 
The corporation officers and di- 
rectors are: Walter A. Allen, 
president; John M. Sweeney, 
vice-president and __ treasurer; 
Irene L. Kelley, secretary. 

The firm was founded in Janu- 
ary, 1933, and is engaged in all 
phases of marketing, especially 
that of building national sales 
organizations of manufacturers’ 
representatives for manufactur- 
ers. 

BORG CORP. OPENS 

SALES OFFICE IN MART 


The George W. Borg Corp., 
Chicago, has opened a sales of- 
fice at 1402 Merchandise Mart, 
in that city, in charge of R. D. 
Mock, sales manager of the scale 
division. The firm has been ex- 
hibiting at the House Furnishing 
Show, the Borg Precision bath- 
room scale, the first of a series to 
be announced by the company, 
all based on the new coined beam 
principle. 

SALES CONVENTION OF 
* SOUTHERN HDWE. CO. 


The Southern Hardware Co., 
Charleston, W. Va., held its an- 
nual sales meeting and dinner at 
the Hotel Daniel Boone, Jan. 24. 
The principal speakers included 
Waldo C. Henson, general man- 
ager; Harold T. Johnson, adver- 
tising manager, and W. M. Stu- 
art, vice-president and general 
manager, both of the Martin- 
Senour Paint Co., Chicago. 





LEASE HUEY & PHILP 
RETAIL SITE 


J. S. North and A. C. Bell have 
leased for five years practically 
all of the ground and mezzanine 
floors in the Texas & Pacific 
Bldg., Dallas, which were for- 
merly occupied by the retail divi- 
sion of the Huey & Philp Hard- 
ware Co., in that city. Huey & 
Philp now operate on an exclu- 
sive wholesale basis. 

Mr. North was formerly presi- 


| dent of that firm and was asso- 


ciated with it for more than 25 
Mr. Bell was also con- 
nected with the company for 
In addition 
to general hardware lines, the 
and 


ing goods, refrigerators 


stoves. 











CELEBRATE GOLDEN WEDDING 











Fifty years of married life were 
celebrated Jan. 13 by Mr. and 
Mrs. Thomas J. Usher of the 
Plaisance Hotel, 60th St. and 


Stony Island Ave., Chicago. They | 


Jessie Van Valkenburgh. Two 
children are living, Harold L. 
Usher and Thomas J. Usher, Jr. 
Mr. Usher has been active for 55 
years in his business connections 


were married in Brooklyn, N. Y., | with the Russell & Erwin Mfg. 
Jan. 13, 1886, after which they | Co., New Britain, Conn. Com- 


moved to Lincoln, Neb. Since | memorating 


the 


anniversary a 


1904 their home has been in Chi- | dinner was held at which 36 rela- 
cago. Mrs. Usher is the former | tives and friends were present. 





FINLEY NAMED V-PRES. 
OF UNION FORK AND HOE 
Leonard P. Finley was ap- | 


pointed vice-president of The 
Union Fork and Hoe Co., Co- 





L. P. FINLEY 


lumbus, Ohio, it was announced 
by Edward Durell, president. Mr. 





Finley will assist H. F. Zulauf, 


vice-president and sales director, 
in general sales work and will 
also devote special attention to 
sales promotion, dealer mer- 
chandising assistance and adver- 
tising. He will be located at the 
firm’s general offices in Colum- 
bus. Mr.-Finley was formerly 
sales manager of the Vaughan & 
Bushnell Mfg. Co., Chicago, and 
has had wide experience in the 
hardware field. 


W. L. COKES NOW 
WITH SHERWIN-WILLIAMS 
W. L. Cokes, Jr., who has been 
outside salesman and paint de- 
partment manager for the North- 
cutt Hardware and Furniture Co., 
Longview, Tex., for the past four 
and one-half years is now with 
The Sherwin-Williams Co.’s new 
wholesale and retail store in 

Longview, as outside salesman. 


W7 








SQUARE CLUB ELECTS 
OFFICERS FOR 1936 


At the Jan. 21 meeting of the 
Hardware Square Club, No. 675, 
held in the Masonic Temple, 71 
W. 23d St., New York City, the 
following were elected officers: 
Lewis M. Edwards, American Saw 
& Mfg. Co., president; George 
Carstens, Topping Bros., and 
Harry Kornrumph, Long Island 
Hardware Co., first and second 
vice-president respectively; Ralph 
S. Allen, Diamond Expansion Bolt 
Co., secretary; Albert Westphal, 
Corbin Screw Co., treasurer; 
Frederick Berg, Francis Keil Co., 
sentinel; and Fred A. Scholl, 
L.D. Hardware Co., trustee. Re- 
tiring President Scholl was pre- 
sented with a chair. 

Announcement was made that 
the annual shore dinner would 
be held in May. The next meet- 
ing, Feb. 18, will be an open 
meeting to which all men in the 
hardware trade are invited. The 
high-spot of the evening will be 
a bridge party for the champion- 
ship of New York City, arrange- 
ments for which are in the hands 
of the chairman of the entertain- 
ment committee, Roy Fowler of 
the Franklin Hardware Co. The 
game will start at 9 p.m. in the 
club’s meeting room, 1601, and 
for those who do not play bridge, 
there will be poker, pinochle, 
monopoly, bingo, and _ other 
games. 


WATERS-GENTER 
TRANSFERS MUNGER 


J. K. Munger, who has been 
in charge of the territory includ- 
ing Michigan, Indiana, Ohio, 
Kentucky and western Pennsyl- 
vania for the Waters-Genter Di- 
vision of the McGraw Electric 
Co., Minneapolis, has been trans- 
ferred to the Middle Atlantic 
seaboard territory. He will make 
his headquarters in Philadelphia. 

J. P. Bosk will take over that 
territory and will make his head- 
quarters in Detroit. Mr. Bosk 
was formerly with the General 
Electric Co., and more recently 
sales manager of the South Bend 
Electric Co. 


DETROIT REX OPENS 
CHICAGO OFFICE 


W. W. Davidson, vice-president 
and sales manager of Detroit 
Rex Products Co., 13006 Hill- 
view Ave., Detroit, Mich., has 
announced the opening of an of- 
fice at 201 North Wells Street, 
Chicago, IIl., to serve Wisconsin, 
Illinois and Missouri. C. P. An- 
stiss, S. B. Crocks and C. L. 
Jung have been placed in charge 
of this territory. 

Frank P. Cox has been placed 
in charge of Alkali cleaners and 
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strippers. From his Detroit of- 
| fice he will supervise their sales 
and service throughout the coun- 
try. George W. Walter, formerly 
editor of Metal Cleaning and 
Finishing, has been appointed ad- 
vertising manager for the com- 
pany. 

During the past year the firm, 
formerly known as Rex Products 
and Mfg. Co., has increased its 
sales and engineering forces. Its 
line of cleaning equipment has 
been expanded and its service in 
the metal industries has been 
extended. The company makes 
Detrex degreasers and solvent 
machines, Triad and Perm-A- 
Clor non-inflammable solvents, 
and Triad Alkali cleaning com- 
pounds. 


E. E. BALDWIN, SALES 
MGR. FOR CORBIN UNITS 
Ernest E. Baldwin has been 


appointed general sales manager 
of the Corbin Cabinet Lock and 





ERNEST E. BALDWIN 


the Corbin Screw divisions of 
the American Hardware Corp., 
New Britain, Conn. He had for- 
merly been manager of the Cor- 
bin Screw division. 


RETAIL ASSN. FORMED 
IN LONG ISLAND, N. Y. 


Thirty dealers from 13 villages 
in Nassau County, Long Island, 
N. Y., met at East Rockaway, 
there, to organize the Nassau 
County Hardware Dealers Asso- 
ciation. Edward A. Talfor, Lyn- 
brook, was elected president; 
George Winter, temporary sec- 
retary, and Herbert Levinson, 
temporary treasurer. 

There are, it is estimated, 110 
hardware firms in the county, 
and it is expected that all will be 
enlisted in the new organization 
within three months’ time, when 
permanent quarters for the group 
will be engaged. A committee 
has been designated to draw up a 
set of by-laws. 








NORTON CO. CELEBRATES 
AS MANUFACTURER 


50TH ANNIVERSARY 
OF ABRASIVE EQUIPMENT 





The Norton Co., Worcester,® 
Mass., for half a century one of 
the foremost manufacturers of 
grinding machines, recently cele- 
brated the 50th anniversary of 
its founding in 1885. From a 
business so small in 1880 that 
only one man devoted his time 
to the making of emery wheels, 
the Norton Co. has grown until 
today it has attained world-wide 
distribution for its products, with 
plants in six countries and thou- 
sands of employees. 

The early growth of the com- 
pany, which dates back to 1876, 
when Mr. Norton took out his 
patents covering the vitrified 
emery wheel, was retarded by 
the reluctance of the manufac- 
turers of the day to accept as 
practical and necessary machines 
for grinding. It was not until 
1882, when new machinery was 
being introduced and metals were 
becoming harder and harder, that 
the emery wheel division of the 
Norton business began to contact 
men who could see the future 
field which was in prospect for 
emery wheels. 

Milton P. Higgins and George 
I. Alden of the Worcester Poly- 
technic Institute were two of the 
men who became interested in 
this new business, and, following 
negotiations with Mr. Norton, 
were made president and trea- 
surer respectively of the new 
Emery Wheel Co., incorporated 
in June, 1885. Charles L. Allen, 
who was made general manager 
at that time, is the only man who 
has had a hand in the manage- 
ment continuously during the en- 
tire life of the company. For 48 
years he held the position of gen- 
eral manager and has held at 
various periods the offices of sec- 
retary, treasurer and president. 
He was elected chairman of the 
board in 1933 and holds that posi- 
tion today. 

In celebration of the anniver- 
sary, the company issued a. spe- 
cial 57-page issue in booklet form 
of the regular company publica- 
tion, “The Norton Spirit.” This 
issue contains brief sketches of 
the firm’s history and lists achive- 
ments the organization has con- 
tributed to the industrial world. 





HONOR H. D. HUDSON 
ON BIRTHDAY 


As a tribute to H. D. Hudson, 
founder of the H. D. Hudson Mfg. 
Co., Chicago, executives of the 
firm arranged a telephonic birth- 
day party “attended” by all em- 
ployees in twelve offices from 
New York to San Francisco. 
With loudspeakers in the various 
offices, each branch manager sent 
greetings to Mr. Hudson in Chi- 
cago, who 31 years ago had be- 





gun to manufacture and sell 
sprayers on a small scale. Since 
then the company has entered 
other fields, with such products 
as poultry and farm equipment. 
garden tools, pumps, electric 
water systems, etc. Mr. Hudson 
has been active president of the 
firm since its beginning. 





DENVER ASSN. TO TRY 
GROUP ADVERTISING 


The Hardware Dealer’s Pro- 
tective Association of Denver, 
Colo., at its Jan. 27th meeting at 
the Morey Mercantile Co., de- 
cided to try group advertising 
in the Denver Post for a period 
of three months. Reports of the 
Mountain States Hardware & 
Implement Association conven- 
tion were made by Mr. Troxel, 
Troxel Bros. Hdwe., Mrs. Coffee 
and Mr. Pierce, Englewood 
Hdwe. Co., and Mr. Kelly of the 
Kelly Hardware. There was 
also a discussion on neighbor- 
hood groups and _ associations. 
Mr. Spoulster, South Pearl Hdwe. 
Co., presided at the meeting. 





WIRE CLOTH FIRM NAMES 
TEXAS REPRESENTATIVE 


The Newark Wire Cloth Co., 
Newark, N. J., manufacturer of 
high-grade wire cloth and wire 
cloth products, has appointed 
Robert H. Brinton, 1640 Castle 
Court, Houston, Tex., as its rep- 
resentative in Texas. Mr. Brin- 
ton’s mail address is P. O. Box 
1970, Houston. 





PYRENE PROMOTES 
BOUCHER AND MALONEY 


The Pyrene Mfg. Co., Newark, 
N. J., manufacturer of fire ex- 
tinguishers and tire chains, has 
announced the appointment of 
George H. Boucher, formerly as- 
sistant general sales manager, to 
the position of general sales man- 
ager. J. P. Maloney, also for- 
merly assistant general sales man- 
ager, has been named general 
field sales manager. As was pre- 
viously announced in HARDWARE 
Ace, Charles G. Durfee, who has 
been manager of the Systems De- 
partment, has been appointed as- 
sistant to the vice-president in 
charge of sales. 





WISHES TO REPRESENT 
AMERICAN MFRS. 


J. & R. Lenaers, 9, Ave. Louis 
Bertrand, Brussels, Belgium, in- 
vites correspondence from Amer- 
ican manufacturers of machinery 
supplies and equipment who wish 
representation in Belgium and 
Luxembourg. The firm can fur- 
nish references in this country. 
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WISCONSIN RECOVERY 
ACT IS CONSTITUTIONAL 


The Wisconsin Supreme Court 
on Jan. 7, declared constitutional 
the 1935 Wisconsin Recovery Act. | 
According to the decision, the | 
governor may proceed to author- 
ize codes so long as their provi- | 
sions “bear a reasonable relation 
to the elimination of unfair meth- 
ods and practices.” The codes 
may not, however, go so far as 
to “deal with the whole subject” 
of establishing hours of labor, 
wage scales and working condi- 
tions. 

The court’s decision permits 
the continued survival of the 11 
codes governing industries in 
Wisconsin. Other industries have 
expressed a desire to codify them- 
selves but have been awaiting | 
the court’s decision. 

It was declared by Fred M. 
Wylie, who represented the state 
as a special counsel, that only in- 
dustries doing an intrastate busi- 
ness will come under the provi- 
sions of the WRA. He declared 
for the most part that manufac- 
turers will not come under the 
act as interstate competition is 
involved in all manufacturing ac- 
tivities of the state of any conse- 
quence. 





DISTILLATE BURNER 
MFRS. ELECT OFFICERS 


At the annual meeting of the | 
Distillate Burner Mfrs. Associa- 
tion held at Worcester, Mass., 
Jan. 15, the following officers 
were elected: President, F. H. 
Van Blarcom, Lynn Products Co., 
Lynn, Mass.; vice-presidents, R. 
M. Sherman, Silent Glow Burner 
Corp., Hartford, Conn., G. F. 
Williams, Petroleum Engineering 
Corp,, Springfield, Mass.; trea- 
surer, E. T. Isaac, Hoben Mfg. 
Co., Waltham, Mass.; and _ sec- 
retary, H. H. Morse, Florence 
Stove Co, Gardner, Mass. 

All the members present re- 
ported business increases in ex- 
cess of their expectations and in 
their opinion, the 1936 volume of 
business would be greater than 


in 1935. 


NEW ENGLAND IRON AND 


HARDWARE ASSN. DINNER 
The New England Iron and | 


Hardware Association held its 
forty-third annual dinner, Jan. 


23, at the Hotel Somerset, Bos- | 


ton, which was attended by many 
prominent personalities in both | 
fields. J. Frankland Miller, | 
buyer for the Bigelow & Dowse 
Co., Boston, and president of | 
the association, made the wel- 
coming address. 

Professor Sumner H. Slichter, 
Harvard School of Business Ad- 
ministration, addressed the group 
on “Problem of Economic Se- 
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curity” and Allen W. Rucker of 
Eddy Rucker Nichols Co., spoke 
on “Hidden Hazards in the Fed- 
eral Social Security Act.” 


PAINT, VARNISH ASSN. 
HOLDS DINNER MEETING 


The New York Paint, Varnish 
Lacquer Association’s first 
dinner-meeting of 1936 was held 
Jan. 30, at the Hotel Biltmore, 
New York City, with 175 mem- 
bers and guests in attendance. 
E. S. Blackledge, Devoe & Rey- 
nolds Co., presided. The business 
session was brief and most of the 
evening was devoted to amuse- 
ment. 

A silent tribute was paid to 
the memory of the late Paul 
Uhlich of Paul Uhlich Co., dry 
color manufacturer and one of 
the association’s oldest members, 
who passed away recently. Homer 
Flynn of the National Paint, Var- 
nish & Lacquer Association staff, 
Washington, spoke briefly and in- 
vited the trade to a meeting of 
the industrial sales group, Feb. 
19, at a place to be named later. 
A talk on credits was to have 








been given by M. B. Wiley, E. I. 
du Pont de Nemours & Co., but 
as he could not appear, copies 
of his paper were distributed at 
the meeting. 


INCREASED INTEREST 
SHOWN IN TOY FAIR 


Advance reservations for the 
American Toy Fair, April 20 to 
May 2, at the Hotel McAlpin, 
N. Y., have come with such an 
unprecedented rush that all avail- 
able space is expected to be sold 
before the opening date. Accord- 
ing to the Toy Manufacturers of | 
the U. S. A., Inc., 200 Fifth Ave., 
registrations indicate that the 
greatest number of lines ever ex- 
hibited will be on display, and a 
greater number of buyers will be 
on hand. 

Reduced fares with the rail- 
roads have been arranged for all 
members of the American Toy 
Managers’ Association in connec- 
tion with their annual convention 
at the McAlpin during the Fair. 
A joint meeting of manufacturers 
and buyers will be held April 27, 


in the Green Room. 











DEMONSTRATING 











Paul Criss, special representative for the Kelly Axe & Tool 
Division of the American Fork & Hoe Co., Cleveland, Ohio, 
performing at the recent Western Convention in Kansas City, 


Mo. 


For the past 25 years Mr. Criss has been working in the 


woods with an axe and is known in hundreds of logging camps 
as the “human sawmill’ due to his speed and ability to handle 


a large volume of work with an axe. 


During the past three 


years he has demonstrated and taught axe work, forest fire 
fighting, etc., in more than 251 CCC camps and at leading uni- 


versities. 


He has been featured “at work” in practically all the 


major news reels and has earned as high as $25 a day hewing 


ties with an axe. 


Paul is a real woodsman and has broken and 


maintained many chopping records in competition with other 
choppers or against the stop watch. 


"sales books. 
| program has been arranged for 


RETAIL SEEDSMEN MEET 
AT STATE COLLEGE, PA. 


A representative body of seeds- 
men attended the Retail Seeds- 
men’s Conference at Staté 
College, Pa., Jan. 9 and 10: 
Business sessions were held 
Thursday afternoon and Friday 
morning. Speakers and their sub- 
jects were: E. J. Walter, exten- 
sion agronomist, “Varieties of 
Corn, for Grain and Silage, 
adapted to various Pennsylvania 
conditions”; Dr. C. F. Noll, sta- 
tion agronomist, reported on the 
Experiment Station tests of 
wheat, oats, barley, and soy-beans 
at State College; J. B. R. Dickey, 
extension agronomist, reported on 
variety demonstrations of wheat, 
oats, and barley in various sec- 
tions of Pennsylvania; Prof. H. 
B. Musser, station agronomist, 
“Strains and Sources of Red 
Clover and Alfalfa Seed in Ex- 
periment Station Tests”; Mr. 
Dickey also reported on demon- 
strations on growing legumes in 
Pennsylvania; Dr. E. M. Gress, 
State Department of Agriculture, 
Harrisburg, Pa., “The Pennsyl- 
vania Seed Law Regarding Ger- 
mination and Purity.” Dr. F. V. 
Grau reported on pasture grasses, 
pasture mixtures and factors in- 
fluencing their adaptation and 
lawn maintenance, liming, fertili- 
zation and weed control. Prof. 
Musser led a discussion of fine 
turf grasses and mixtures for 
various conditions. 





METAL POLISH FIRM 
NAMES SALES AGENT 


G. Fialla & Son, exporter and 
commission merchants at 59 
Pearl St., New York City, have 
been appointed exclusive sales 
agents for the Matchless Metal 


| Polish Co. of Glen Ridge, N. J.. 


and for Reichard Bros., Brook- 
lyn, manufacturers of manifolds 
A sales promotion 


the distribution of these products 
in Greater New York and for the 
foreign market. 


GIBSON CORP. NAMES 
TWO DISTRIBUTORS 


E. P. Johnston, representative 
in the Pennsylvania district for 
Gibson Electric Refrigerator 
Corp., Chicago, has reported the 
appointment of M. A. Hartley 
Co., 101 Carlisle St., Gettysburg, 
Pa., as authorized Gibson dis- 
tributor in that city. The firm 
will represent Gibson in the 
counties of York, Franklin, Cum- 
berland and Adams in Pennsy]- 
vania and in Maryland the coun- 
ties of Carrol, Frederick and 
Washington. 

Knerr, Inc., 1008 N. Third St., 
Harrisburg, Pa.,; has been named 
as distributor, covering thirteen 
counties in central Pennsylvania. 
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Marshall-Wells Associates in Convention at Duluth, Minn., Jan. 27-30, 1936. 


Marshall-Wells Associates 
Plan tor 25 per cent 


ORE than 500 dealers, man- 
ufacturers and guests at- 
tended the annual Marshall- 

Wells Associates Congress at the 
plant of the Marshall-Wells Co., Du- 
luth, Minn., January 27 to 30, 1936. 
It was the joint convention of the 
company’s associated dealers and 
its selling staff. The convention 
was opened by Seth Marshall, pres- 
ident, and closed by George S. Me- 
Quade, sales manager. The keynote 
of the convention was “Planning and 
working for a 25 per cent increase in 
business in 1936,” with Mr. Marshall 
sounding the keynote and reviewing 
the year’s progress between the 
house and its cooperating dealers. He 
told of efforts being made, at all 
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times, to keep dealers in competi- 
tion and to keep them posted on new 
merchandise and new ideas for mak- 
ing more retail sales. He urged a 
concentration of buying by dealers 
so that they would have greater time 
and energy for selling. He reviewed 
the program of the Associated Deal- 
ers’ plan for 1936 and introduced 
D. R. Mackenroth, the new man- 
ager, who spoke on retail store plan- 
ning and management. 


Analyzed Retail Trends 


Drawing from his extensive ex- 
periences in both department store 
and mail order chain fields, Mr. 





Mackenroth analyzed retailing 
trends, giving particular emphasis 
to the competitive picture and the 
way it has changed in the past dec- 
ade. He urged a program of better 
retail store management and plan- 
ning that the convention’s objective 
of a 25 per cent increase might be 
realized. 

Warren Hartwell, director of the 
Associate division, presented the 
company’s 1936 advertising and 
merchandising plans, stressing the 
efforts to produce ways and means 
for inducing second sales on related 
items. He outlined and displayed 
the new advertising layouts, talked 
on the proposed new uniform store 
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front, the new road signs and elec- 
tric store front signs. He also urged 
a profit sharing basis for retail clerks 
and the kind of store arrangement 
which makes selling easier. 

Charles R. D’Olive, assistant to the 
president, Stewart- Warner Corp., 
Chicago, presented the 1936 electri- 
cal refrigeration line and its selling 
points. He had the full line of his 
company’s refrigeration on the plat- 
form and explained selling features 
to be stressed in the stores of Asso- 
ciated Dealers. His associate, Fred 
R. Cross, advertising manager, pre- 
sented the company’s advertising 
and other dealer helps. During a 
recess many of the dealers were up 
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usiness in 1936 


on the platform for a closer look at 
the refrigerators. 

Walter Clark, manager of Mar- 
shall-Wells’ paint department, gave 
the highlights of the 1936 paint cell- 
ing program, its color cards, display 
ideas and general promotion ideas. 
He stressed the need for control of 
paint stock to permit turnover at a 
profit. 


Urges Quality 


C. W. Bischoff, treasurer and sales 
manager, Copper Clad Malleable 
Range Co., St. Louis, Mo., gave an 
outline on his line of stoves and put 
on a selling demonstration suitable 
for dealers to use in their stores. He 


urged quality stove sales effort which 
he said was essential as the hardware 
business needs the higher unit sales 
and that in the better grade lines the 
customer gets better value for his 
money. He said outside selling 
among the farm trade and town trade 
was the only way to build a volume 
on major items. 

Monday night, Hayes MacFar- 
lane, Chicago advertising expert. 
urged using newspaper advertising, 
saying papers were most effective 
media and that the small town mar- 
ket is the most important market 
available in this country. He stressed 
the need of the dealer concentrating 
on sales efforts, allowing his jobber 
to become the buyer. He called the 
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Associate plan the most modern mer- 
chandising program he had seen. 

Rivers Peterson, editor, Hardware 
Retailer, said he no longer had any 
worry about the future of hardware 
retailing after attending the first 
day’s meeting of the Associates. He 
said dealers should accept the help 
offered by jobbers and that price, 
method and distribution costs were 
the three factors to be solved jointly. 
The largest management cost in 
hardware retailing, he said, was 
salaries and the next major expense 
was high inventory investment. 

M. J. Lacey, president, Peck, Stow 
& Wilcox Co., Southington, Conn.. 
talked about meeting current tool 
competition and said that this could 
only be done with complete coopera- 
tion between producer and distribu- 
tor (both wholesale and retail) and 
that to meet competition meant low- 
ered margins on many individual 
items, which must be offset by pat- 
ronage in better grade and longer 
margin, less competitive items. He 
urged anticipation of purchases by 
dealers so that jobbers could buy in 
advance and factories prepare to 
make goods on the most economical 
basis. All these factors are impor- 
tant in keeping in the competitive 
picture. 

Roy Sorenson opened the Tuesday 
session with a talk on the auto ac- 


cessory and tire lines available in 
the 1936 program explaining his 
points with the help of table displays 
showing sample or model stocks in 
these lines. Ralph Carney, Coleman 
Lamp & Stove Co., Wichita, Kans., 
followed with his dramatic ¢elling 
demonstration on quality automatic 
electric irons. He, too, urged closer 
wholesaler-retailer tie-ups with the 
jobber as buyer and the dealer as 
seller. 

J. A. Hensley, Congoleum-Nairn, 
Inc., gave an informative talk on 
floor coverings, how to stock them, 
display them and sell them and out- 
lined ideas for developing extra 
sales. 

Tuesday night, Harvey Sedgwick. 
credit manager, addressed the ban- 
quet on dealer credit problems, sug- 
gesting that installment plan buying 
be restricted to larger item sales and 
that dealers operate as much as pos- 
sible on the “cash and carry” basis. 
He also urged better budgetary con- 
trol, and stressed the importance of 
maintaining proper credit relations 
between buyer and seller. 

Wednesday morning, W. G. 
Butcher outlined the heating and 
plumbing lines, their competitive fea- 
tures, price range and selling points. 
He was followed by H. A. Dowe, who 
explained the new lines in cutlery 
and electrical table appliances. 





D. A, Mackenroth, general manager; Geo. S. McQuade, sales manager, and 
Seth Marshall, president, Marshall-W ells Co., Duluth, Minn., taken at the 


1936 Associates Congress. 
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Thursday morning, George Ayre 
talked on oils, greases and stock 
spray, giving a selling demonstra- 
tion on both. bulk and packaged lu- 
bricants, both of which he said were 
highly profitable and easily sold. 

Charles J. Heale, editor, Harp- 
WARE AGE, an honorary Associate, 
reviewed some of the highlights of 
the four-day program as an outside 
observer sees it. He stressed the 
need of selling more major appli- 
ances so that the higher unit prices 
they bring might offset the small 
amounts involved in too many hard- 
ware store sales. He also reminded 
the dealers that auto accessories and 
tires are the opening wedges of prac- 
tically all present-day competitors 
now chiseling in on the regular hard- 
ware lines. 

After the Thursday luncheon. 
Sales Manager George S. McQuade 
wound up the formal sessions with 
an inspirational message for both 
dealers and his sales staff. The re- 
sponsibility of store clerks, as well 
as the store personnel in general, to 
make proper contacts with more and 
more of the consuming public was 
stressed in his talk. Toward this 
end Marshall-Wells conducted a 
clerks’ selling school, the week after 
the Associates’ meeting, which plan 
Mr. McQuade outlined. He put it 
squarely up to the salesmen to mea- 
sure up to their jobs as helpers and 
advisers of the retailer-customers on 
merchandising problems and inven- 
tory worries, but made it quite plain 
that it was not up to the jobbers’ 
salesmen to actually take inventory 
nor to install displays in windows or 
on tables. He said salesmen should 
inspire dealers to take advantage of 
such helps in the Associate merchan- 
dising plan. 

On all four days lunch was served 
in the company’s lunch room near at 
hand to the gym where meetings 
were held. Joseph Benda, superin- 
tendent of the Marshall-Wells Co. 
branch at Minneapolis, was chair- 
man of all business sessions, a job 
which he handled with great skill. 

On each day the dealers were di- 
vided into four groups for special 
group meetings. These were held 
in two series. Ira Watson handled 
the housefurnishings lines and Art 
Johnson the tool lines. Jake Olsen. 
assistant sales manager, with M. R. 
Twiss, sales manager for Zenith 
Washer Co., handled major home ap- 
pliances and the merchandising 
clinic was under the direction of 
Warren E. Hartwell and York E. 
Langton. Mr. Olsen, assisted by 
Glen Shields and Mr. Watson, took 
care of the general farm supplies 

(Continued on page 140) 
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CHARLES A. IRELAND 


Charles A. Ireland, 67, passed 
away at his home in Ionia, Mich., 
Jan. 23, after a year’s illness. 
He had been a hardware dealer 
and a past president of the Mich- 





CHAS. A. IRELAND 


igan Retail Hardware and the 
National Retail Hardware Asso- 
ciations. Mr. Ireland was also 
a prominent Mason and the first 
president of the Ionia Building 
and Loan Association. 





WILLIAM B. HOTCHKISS 
William B. Hotchkiss, 68, ex- 


mayor and former hardware mer- 
chant of Waterbury, Conn., was 
found dead shortly after 10 
o’clock Saturday night, Feb. 3, in 
a snow-bank on Columbia Blvd., 
that city. Death was attributed 
to a heart attack. 

For many years prior to his 
term as mayor, Mr. Hotchkiss 
was associated with ex-Gov. 
Charles A. Templeton in the hard- 
ware firm of Hotchkiss & Temple- 
ton. Shortly after his term the 
partnership was dissolved and 
Mr. Hotchkiss continued as the 
chief owner of the Hotchkiss 
Hardware Co. on South Main 
St., which he controlled until a 
few years ago. He leaves his 
widow, a son, Berkeley, and two 
daughters, Catherine and Sylvia. 





JOHN C. WITOUSEK 


John C. Witousek, 66, a retail 
hardware merchant in Cedar 
Rapids, Iowa, for 35 years, died 
recently at a hospital there after 
a long illness. Mr. Witousek at 
the age of 17 entered the hard- 
ware business and was known as 
the youngest dealer in the state. 
During his long business career 
he had two stores, on First St. 
and First Ave. 


The firm name was J. C. Witousek 
& Co. and two brothers, Frank 
and W. W. Witousek, were as- 
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In addition, he | 
operated a large tin shop in con- | 
junction with the First St. store. | 


| sociated with him. Frank Witou- , 


sek has since passed away. 
Surviving Mr. Witousek are his 
widow; a daughter, Julia M. 
Witousek; a son, Fred J. Witou- 
sek; a brother, W. W. Witousek; 
and a sister, Miss Jennie B. 
Witousek, all of Cedar Rapids. 


ROBERT P. CARR 


Robert P. Carr, 68, president 
of the U. S. Hame Co., Buffalo, 
N. Y., died at his home there, 
Jan. 23. He had been actively 
associated with the manufacture 
of hames for over 43 years. He 
first entered the business in 1892 
when he became associated with 

| Baker, Carr & Co., Andover, N. 


| H. In about 1896 the Consoli- | 
dated Hame Company of Andover | 
and Sunapee, N. H., was formed | 


and Mr. Carr was 
charge at Andover. 


placed in 
When in 


| 1902 the Consolidated Hame Co. | 
| became part of the U. S. Hame | 


| Co., Mr. Carr, in 1905, went to 
Tell City, Ind., to have charge 
of the plant there. 
shortly afterward was elected 
president of the firm. 

Mr. Carr was held in esteem 
throughout the horse and _ sad- 
dlery field and for many years 
was a director of the Horse and 
Mule Association. 


- GEORGE G. ROBERTS 


and nails for 50 years, died Jan. 
21. ‘Mr. Roberts became asso- 
ciated with the Pennsylvania 
Tack Company in 1878, and with 
the Dunbar, Hobart & Whidden 
Co., Whitman, Mass., in 1889. He 
formed his own company in 1913, 
purchasing the Whidden plant, 
which was later merged into the 
Atlas Tack Corp. His widow 


and a daughter survive. 





WILLIAM J. CADMAN 


William J. Cadman, for 35 
years with the Soo Hardware 
Co., Sault Ste. Marie, Mich., 
passed away Jan. 28, at a hospital 
there. He leaves his widow and 
two daughters. 





VINCENT TAUSCHE 


Vincent Tausche, 82, hardware 
dealer of La Crosse, Wis., died at 
his home there recently. He had 
been associated with the hard- 
| ware business there for nearly 58 





Scharpf and Ring, and later as 
a partner of C. F. Scharpf. He 
was head of the V. Tausche firm 
since 1888. His widow, one son 
and three daughters survive. 


OBITUARY 


In 1911 he | 
was transferred to Buffalo and | 


George G. Roberts, 79, owner | 
of the G. G. Roberts Co., Wollas- | 


ton, Mass., manufacturer of tacks | 


| les. 


| was 


years, first as an employee of | 








EARL L. RUDOLPH 


Earl L. Rudolph, for 30 years 
a member of the firm of the 


Arkadelphia Hardware Co., Arka- | 


delphia, Ark., died suddenly at 


his home there, Jan. 27. Death | 
was attributed to a heart attack. | 
Mr. Rudolph entered the hard- | 


ware business with his father and 
brothers in 1905. He was a vice- 


president of the local Chamber | 
| of Commerce and active in civic 


and religious affairs. A widow, 


a son and two daughters survive. 


ERIK S. EKSTROM 


Erik S. Ekstrom, 48, president 
of the Mechanics Universal Joint 
Co., Rockford, Ill., died there re- 
cently. He was also a director of 
the Sundstrand Machine Tool Co. 


| and a former president of the 


Rockford Chamber of Commerce. 


H. BIDDLE FITLER 


H. Biddle Fitler, 32, sales man- 
ager of the Edwin H. Fitler Mfg. 
Co., cordage firm of Philadelphia, 
recently passed away. He leaves 
his father, president of the firm. 
and his mother. 
unmarried. 


Ss. M. JOHNSTON 


S. M. Johnston, manager of the 
Pratt - Gilbert Hardware Co., 
Phoenix, Ariz., was killed in an 
automobile accident in Los Ange- 
Mr. Johnston was formerly 
city manager of Phoenix. 


A. A. HORST 


A. A. Horst, 74, pioneer hard- 
ware merchant of Tacoma, Wash.., 
died in a hospital there recently. 
He had resided in Tacoma for 47 
years where for many years he 
in the hardware business 
with his brother. 


J. N. MONTGOMERY, SR. 


Joseph N. Montgomery, Sr., 
81, passed away in a hospital at 
Roanoke, Va., Jan. 22. He had 


| conducted a large hardware busi- 
| ness at Rocky Mount, Va., for 


many years. His widow, two sons 
and two daughters survive. 


W. D. HUDSON 


W. D. Hudson, hardware dealer 


of Arapahoe, Neb., died recently. 
He leaves his widow, who will 


+ ¢ontinue the business. * 





Mr. Fitler was | 


| gall bladder complications. 





A. W. BARRETT 


A. W. Barrett, 56, prominent 
hardware merchant of Conway, 
S. C., died Jan. 19, after an ill- 
ness of several months. Thirty- 
two years ago Mr. Barrett and 
associates organized the Perry 
Hardware Co., there, and later he 
purchased the entire stock. He 
was formerly a member of the 
town council and was founder of 
the People’s Building and Loan 
Association. He leaves his widow 
and one son. 


E. E. LINCOLN 


E. E. Lincoln, 78, pioneer hard- 
ware merchant of McCool, Neb.. 
died recently in a hospital at 
Lincoln. He opened the first 
store in McCool and had been a 
resident of York county 60 years. 
He leaves his widow and three 
sons. 


JOHN W. HEID 


John W. Heid, 73, one of the 
pioneer business men of Jeffer- 
son, Wis., and engaged in the 
hardware business there for over 
50 years, died at his home re- 
cently. He is survived by his 
widow. 


FRED E. MUNSEY 
Fred E. Munsey, 61, pioneer 


| hardware merchant of Los An- 
| geles, Cal., died in a_ hospital 
| there recently. One son survives. 


EUGENE McFAWN 

Eugene McFawn, 29, died Jan. 
31, in a Detroit hospital from 
He 
was the son of Fred McFawn, 
The Stanley Works, New Britain, 
Conn. His father is well known 
in the hardware trade although 
in recent years he has specialized 
in selling the automotive produc- 
tion field in the Detroit area. 


CHARLES H. RUSSELL 


Charles H. Russell, 68, of 
Plainfield, N. J., retired export 
manager for The American Fork 
& Hoe Co., in its New York City 
office, died Feb. 3, in his winter 
home in St. Petersburg, Fla. His 
widow and three sons survive. 


RALPH K. SMITH 


Ralph K. Smith, 56, for 30 
years manager of claims for Buhl 
Sons Co., Detroit, died Jan. 24, 
at his home there. His widow 
survives. 
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OFFICERS AND DIRECTORS OF THE AMERICAN HARDWARE SUPPLY CO. 


Seated, left to right: H. M. Kirk, Sr., Kirk-Hutton Co., New Castle Pa.; John A. Ditz, Sr., Ditz & Mooney Hardware 

Co., Clarion, Pa.; Charles W. Scarborough, (President) Scarborough & Klauss Co., Pittsburgh, Pa.; George W. Brown, 

Punxsutawney Hardware Co., Punxsutawney, Pa., and F. B. Post, (Vice-President) Paul & Post, Washington, Pa. Standing, 

left to right: E. A. Hastings, (Secretary and Assistant Treasurer): S. M. Wylie, Wvlie Brothers, Elizabeth, Pa.; J. R. 

Andrews, Adamsville, Pa.; J. E. McGeary, Leechburg, Pa.; J. M. Scott, (Secretary and Assistant Treasurer) W. M. Scott 
& Co., Carnegie, Pa., and William M. Stout, (General Manager) 


American Hardware Supply Co. 
Plan For Future At Annual Meeting 


EAL progress was reported at 
the 25th annual meeting and 
exhibit of the American 

Hardware Supply Co. The event 
was held at the company’s head- 
quarters, 41-43 Terminal Way, 
South Side, Pittsburgh, Pa., on Jan. 
27 and 28. Although storm condi- 
tions made travel difficult, more 
than 200 dealers and guests were 
present from Pennsylvania, Ohio, 
New York and West Virginia. The 
volume of orders booked was more 
than twice as large as at any previ- 
ous meeting. Dealers were highly 
pleased with the company’s 1935 
operations, as reviewed at the meet- 
ing, and gave their unanimous en- 
dorsement to plans, submitted by 
the board of directors, for the fur- 
ther expansion of the business dur- 
ing the current year. Founded in 
1911, the company is the oldest 
dealer-owned wholesale hardware 
firm in the United States. 

In the same building housing the 
company’s offices and warehouses. 
two large rooms were utilized for 
the neatly arranged displays of the 
52 manufacturers, and for the firm’s* 
own special exhibits. Another ad- 
joining room was used for the busi- 
ness sessions, and as meals were 
served in the latter room by the 
company the arrangements were 
most convenient for those present. 
The mornings of both days were 
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devoted to the exhibits, while the 
afternoon and the evening of the 
first day were given over to infor- 
mative business sessions. 


The President’s Message 


The first business session con- 
vened following lunch on Monday, 
with the first feature being the an- 
nual message of the company’s 
president, Charles W. Scarborough, 
Scarborough & Klauss Co., Pitts- 
burgh, Pa. President Scarborough 
welcomed the dealer$ and guests; 
briefly described the formation of 
the company at a meeting attended 
by less than 20 dealers, 25 years 
ago; paid tribute to the manageri- 
al ability and initiative of Wm. M. 
Stout, general manager; expressed 
the gratitude of the company to all 
its employees; outlined the busi- 
ness to be acted upon at the meet- 
ing; requested a continuance of 
dealer and employee cooperation 
and loyalty, and asked that a stren- 
uous effort be made to make 1936 
the best year in the history of the 
company. 

Following his message, President 
Scarborough introduced Wm. M. 
Stout, general manager. Mr. Stout 
said that it is the desire of the of- 
ficers of the company to conduct its 
affairs to the satisfaction of all con- 
cerned, and that he believed that 
this is being accomplished. He re- 


minded dealers he had stated at 
last year’s meeting that the com- 
pany “must either progress or de- 
cay,” and that he was pleased to be 
able to say that real progress had 
since been made. Mr. Stout then 
called attention to several impor- 
tant features of the exhibit; stressed 
a number of new and specialty lines 
being featured by the company and 
cited several outstanding records of 
dealers in the merchandising of 
such lines; discussed sales matters, 
and urged dealers to give their 
whole-hearted support to company’s 
activities. 

The final speaker on the Monday 
afternoon program was E. D. Altree, 
illuminating engineer, Pittsburgh 
district office, General Electric Co. 
Mr. Altree made an excellent talk 
on the importance of adequate and 
efficient store lighting. He placed 
special emphasis on the effective 
illumination of show windows as an 
aid in making window displays more 
attractive to passers-by. He also 
discussed several other interesting 
phases of this subject, and offered 
his personal service and that of the 
company he represents in assisting 
dealers to solve their store lighting 
problems. 

At the Monday evening session 
Mr. Stout extended a special wel- 
come to the ladies. Following this 

(Continued on page 112) 
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WORLD'S 


higgest Magayre 


DWARFS THE SECOND BIGGEST 


AGAZINES with small circulations reaching a 
M limited few in their particular field may be all 
right in selling rare canvases, costly tapestries and 
bronzes. But it takes the magazine with the biggest 
circulation in the world to sell the biggest volume of 
the everyday necessities and luxuries that retailers 
find it is most profitable to sell. 


The giant circulation of 
The American Weekly 
blankets the greatest 
number of places... 
reaches more than 
5,500,000 families every 
week in the richest buy- 
ing areas... twice asmany 
as read any other maga- 


THE 


Greatest 
Circulation 
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WEEKLY 








in the World 








MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


zine! In these areas the retail buying expenditure per 
family is twice as great as it is in the rest of the coun- 
try. In them live 70% of all families, and this 70% 


accounts for 80% of all retail sales made! 


What The American Weekly is 


The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday Newspapers. 

In each of 158 cities, it reaches one out of 

every two families . 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


. . . and it reaches an additional 1,982,000 families 
in thousands of other large and small communities. 
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**The National Magazine with Local Influence”’ 
Main Office: 959 Eighth Avenue, New York City 
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Who is Going to 
Pay the Bills ? 


By SAUNDERS NORVELL 


N writing articles for the 
| trade papers, it is not comme 

il faut to discuss politics, but 
today business and politics have 
become bedfellows, and it is diff- 
cult to refer to one without also 
referring to the other. I am a 
member of a club in New York. 
From time to time we have din- 
ners and hear addresses on the 
outstanding problems of the day. 
This club is not political. It 
makes it a rule that when any 
subject is discussed there shall be 
a speaker pro and con. The chair- 
man of this club at every meeting 
reminds all present that the club 
is non-partisan, and does not 
attempt to dictate any policy of 
any kind to anyone. In other 
words, the object of this club is 
to educate its membership by 
hearing both sides. 

For instance, the other night 
we had the pleasure of listening 
to the Hon. William E. Sweet, 
former Governor of Colorado, 
who spoke for the administration 
at Washington. On the other side 
was Mr. Amos R. E. Pinchot, who 
spoke, and there was no doubt 
of it, against the administration. 
Since then we have all heard or 
read about the address made by 
Alfred E. Smith, former Gover- 
nor of New York State. In addi- 
tion to these things we receive 
weekly inside information letters 
from Washington on the political 
situation as it will affect business. 
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We read daily papers, numerous 
magazine articles and _ statistics 
without end. All of these studies 
are enough to make one dizzy. 
We cannot see the forest for the 
number of trees. However, out 
of all this mass of information and 
discussion there are some things 
that stand out, and possibly it 
may not be out of place, without 
any political ax to grind, to refer 
to these things even here. 


England’s Plan 


We wonder why we cannot fol- 
low England’s plan of fixing tax- 
ation and arranging the budget. 
As we are informed, neither the 
House of Lords, the House of 
Commons, the King, his Privy 
Counsel, nor the Prime Minister 
have anything to do finally with 
these measures. When all is said 
and done by both houses, the 
English Chancellor of the Ex- 
echequer fixes the budget. He also 
fixes taxation, and when the two 
houses have passed on the budget 
and the plan of taxation, then that 
is the end of the matter. No new 
bills appropriating this that or 
the other can be introduced. No 
raids on the part of the minorities 
can be made on the government 
treasury. This plan seems to work 
well in England. Just why won’t 
it work with us? 

Of course, in discussing such 
matters as these, I may be dis- 
playing a great deal of ignor- 


ance. But if I am ignorant and 
keep silent, I will never be in- 
formed, while if I speak out some- 
one who knows better may correct 
me. 

One thing has always struck me 
as being silly. We have the best 
legal brains in the country in our 
Supreme Court. Now I cannot 
understand why, if certain legis- 
lation is to be passed and if the 
country is going to be run by such 
legislation, why such laws cannot 
be submitted to the Supreme 
Court in advance, so we would be 
informed whether the law is or 
is not constitutional. There are 
no doubt good reasons for the 
present system of the court mak- 
ing the decisions after the law 
has been in effect. I know, natu- 
rally, that the Supreme Court 
under the present system does not 
make its decision until some case 
is brought before the court, when 
there is a trial and then a de- 
cision. But why not put up a 
hypothetical case before the court, 
so we could get a decision in 
advance. Suppose all business 
were run on any such basis. What 
a terrible mess there would be. 
So far the legal advice of the 
administration seems to have been 
very bad. 

Today the president of a cor- 
poration can put up his problem 
to the board of directors or the 
executive committee of his cor- 
poration, and they will tell him 
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Atlas products—Tacks, Nails, Staples, Rivets and numerous other 
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cartons attract the customer’s eye. Complete stocks are available 
for prompt shipment . . . prices are fully competitive. Behind each 
product are the resources and integrity of Atlas Tack Corporation, 
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very quickly what he is author- 
ized to do. Suppose on the other 
hand, our corporation boards of 
directors said to the president: 
“We will not give you a decision 
in advance. Go ahead and use 
your own judgment, but if you 
are wrong, just remember you 
will be fired, and we will put 
another president in your place.” 
That would be silly, wouldn’t it? 
What is a board of directors for, 
if not to direct or at least advise. 

Take the Federal Trade Com- 
mission, for instance. Some of the 
things they solemnly do and have 
done, strike me, from a business 
standpoint, as being absolutely 
silly. Suppose a _ corporation 
wishes to do its business without 
any trouble with the Federal 
Trade Commission, the Sherman 
Law or the Clayton Act. Suppose 
this corporation goes to the Fed- 
eral Trade Commission and says: 
“This is what we propose to do. 
Here is our sales plan. Here is 
our selling contract. Before we 
do anything, will you kindly tell 
us whether our plans are legal or 
illegal?” Do you suppose you 
could get any answer out of the 
Federal Trade Commission? In 
the light of past experience, you 
certainly could not. They will 
tell you, “Here is the Clayton Act, 
and the Sherman Law. Read them 
over for yourself. Now go ahead 
and do business according to these 
laws, and if you are all right there 
will be no trouble. However, if 
trouble does start we reserve the 
right to haul you before the 
commission, and if you are wrong, 
to fine you or send you to jail.” 
Of course, I know that it would 
be the custom of the Federal 
Trade Commission under present 
practices, if they found a culprit, 
to refer the case to the Depart- 
ment of Justice and have the 
Attorney General bring the suit. 
Now that may be all right. But 
isn’t it a lot of red tape, and 
doesn’t it seem silly? 

One supposes that the best legal 
talent in the United States wrote 
the Sherman Law and the Clay- 
ton Act, but when one has had 
experience with the Federal Trade 
Commission and numerous law- 
yers in and out of the govern- 
ment, one wonders why lawyers 
could not have been found, when 


these acts were written, to write 
them so they would be clear and 
understandable to everybody. 
Doesn’t it seem absurd that we 
should have laws written by our 
highest authorities, and then 
afterwards have to have various 
courts clear up to the Supreme 
Court, interpret these laws for us? 
If the average business man in 
drawing up his contracts or in 
making his arrangements with 
those from whom he buys or sells, 
would follow the same system, he 
just would not have any time to 
do business. He would be mixed 
up all the time in legal quibbles 
about the interpretation of his 
contracts. 


A.Peck of Trouble 


One great national lawyer once 
told me that it seemed marvelous 
to him that business got along so 
well, especially when the business 
men themselves knew so little 
about the law. But just as soon 
as a business man thinks he does 
know law, and starts to run every- 
thing legally, he gets himself into 
a peck of trouble. 

And another thing. It seems 
strange to me, when the constitu- 
tion grants us the right of trial 
and also the right to face our 
accuser, that the Federal Trade 
Commission can bring charges 
against us and we are never al- 
lowed to know who made these 
charges or to face our accusers. 
What becomes of our constitu- 
tional rights when this sort of 
thing happens to us, as it has to 
hundreds of business men? 

Well, the bonus has_ been 
passed. Of course, the argument 
for the bonus has been that while 
workmen here in the United States 
in factories were earning $10 to 
$12 a day, while manufacturers 
were making large profits, while 
farmers were selling their prod- 
ucts at exorbitant prices. the 
American soldier was figchtine in 
trenches for a dollar a day. That 
seems like a pretty good argu- 
ment except when one happens to 
know that a very large percentage 
of our population who will be 
taxed to the bone as a result of 
this bonus, never received ten, 
eight or even five dollars a day 
during the war. They never made 
any war profits at all, small or 





large, and a very large percen- 
tage of our property owning, tax- 
paying population were not 
helped by the war in any shape 
or form. I know of thousands of 
individuals and manufacturers, 
too, who went broke on account 
of the war. The evidence before 
the ammunition investigation com- 
mittee in Washington recently 
shows that a number of our lead- 
ing manufacturers in the arms 
line were saved by the bankers, 
or they would have gone into 
bankruptcy. 

Great organizations have been 
built up in this country to look 
out for special interests for spe- 
cial classes of citizens with the 
government. Do you think, for 
instance, when the bonus is paid, 
that this enormous organization 
will stop working? Do you think 
they will not go ahead to justify 
themselves and to hold their jobs 
by going after the government for 
further concessions at the expense 
of the already overburdened tax- 
payers? Don’t fool yourselves. 

I was interested recently in re- 
ceiving a letter from a widow, in 
which she tells of the very pleas- 
ant life she leads. Since the death 
of her father she has been regu- 
larly drawing an income from 
rented real estate, which has kept 
her in very comfortable circum- 
stances. In her letter to me, she 
naively refers to her pension 
($30.00 a month) from the 
United States government. She 
wonders if influence could not be 
brought to bear on the govern- 
ment to have this pension in- 
creased. Now here are the facts 
in regard to this pension that I 
happen to know personally. The 
husband of this lady was a hard 
drinker. Otherwise he was attrac- 
tive, and notwithstanding warn- 
ings she married him. In due 
course of time the father-in-law 
had this man as well as his 
daughter on his hands to sup- 
port. The drinking continued; in 
fact it increased. The father-in- 
law finally served notice that he 
was through. He would take care 
of the daughter and the baby, but 
nix on the able-bodied drinking 
man. Then what happened? The 
young man, this was 25 years ago, 
enlisted in the army. He was sent 

(Continued on page 124) 
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This Spring. ai 
plan on a larger market for 
BRONZE SCREENING 


Because people everywhere are 
learning these 4 facts: 





1. Bronze Screens cannot rust. 
2. Bronze Screens do not need patching. 
3. Bronze Screens last years longer. 


4. Bronze Screens save far more than 
















Year by year the long, dependable, ex- 
pense-free service that bronze screening 
gives is widening your market for this 
product. 

More and more people—your cus- 
tomers among them—are recognizing 
the economy of bronze screens. . . are 
learning that the slightly higher first 
cost is more than made up for by long, 
satisfactory, rustless service. 

This means a larger market for 
bronze screening this spring. Get ready 
for it! Be sure to carry an adequate 








Once again in these widely- 
read home magazines Ana- 
conda Bronze Wire forscreens 
will be advertised to people 
who will dzy from you. 











their slight extra cost. 


stock of bronze screen cloth. And re- 
member — customers who buy it will 
expect it to stand up year after year! 
To secure maximum service, the wire 
should be of the standard gauge set 
by the U. S. Government, the A. S. T. 
M. and the Wire Screen Cloth Manu- 
facturers’ Institute. It measures .0113”’ 
in diameter, and makes up into 16- 
mesh cloth which weighs not less than 
15 lbs. per 100 square feet. 

Now is the time to order bronze 
screening from your wholesaler! We 
do not make screen.cloth, but furnish 
Bronze Wire to leading screen cloth 
manufacturers. 36206 
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General Offices: Waterbury, Conn. 
Offices and Agencies in Principal Cities 
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Idaho Dealers Broaden Into 
Intermountain Assn. 





FRANK DALEY 


New President 


ARDWARE and implement 
I i dealers of Idaho meeting at 

the Hotel Bannock Pocatello 
for the 15th annual convention of 
the Idaho Retail Hardware and Im- 
plement Dealers’ Association, on 
Jan. 23 and 24, consolidated their 
interests in a reorganized group 
named Intermountain Hardware and 
Implement Dealers’ Association. 
With representatives of 40 firms 
present, preliminary reorganization 
steps were taken, but finishing 
touches must be added by the of- 
ficers. Headquarters will be main- 
tained at Boise, Idaho. 

Under the new plan of operation 
territorial lines are erased and as- 
sociation barriers lifted to include 
dealers in paint, harness, sheet met- 
al, plumbing, electrical appliances, 
and allied interests, as well as hard- 
ware and implement retailers. All 
territory served by Boise and Salt 
Lake City, Utah, wholesale houses 
has been included by the organiza- 
tion. 

The officers now face the task of 
cementing the policies outlined at 
the Pocatello meeting. Frank Daley, 
Jerome, vice-president of the former 
Idaho association, was elected pres- 
ident of the reorganized body, and 
presided at the meeting in the ab- 
sence of R. B. Wells, Hailey. Sam 
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Lund, Weiser, was chosen vice- 
president. The secretary is to be 
later selected by the board of di- 
rectors. 

Members of the board are: For 
two-year terms: H. C. Baldridge, 
Parma; H. Potee, Jr., Twin Falls; 
G. W. Charlesworth, Idaho Falls, 
and Miss Cally Nelson, Downey. 
For one-year terms: Carl H. Butler, 
Caldwell; Coe Price, Wendell, and 
Claude Bistline, Pocatello. The de- 
cision as to the 1937 convention city 
will be made by the board at a fu- 
ture meeting, although sentiment 
favors Boise. E. Bell, Boise, was 
renamed secretary of the associa- 
tion. 





R. B. WELLS 


Retiring President 


Leaders in the move for reorgan- 
ization lauded the report of the 
committee on reorganization and 
work was carried out under direc- 
tion of the group. The committee 
included: H. C. Baldridge, Parma; 
Sam Lund, Weiser, and C. A. Har- 
ris, Rexburg. 

The one important resolution 
adopted at the convention was in- 
troduced after a spirited address by 
H. C. Baldridge, former Governor 
of Idaho and member of the new 
board of directors. He called on 
manufacturers and wholesalers of 
implements to cooperate with re- 
tailers in meeting competitive prices. 
Mr. Baldridge contended an Amer- 
ican-made mowing machine was be- 


ing sold in Germany at a lower 
price than it was being quoted or 
was commanded f.o.b. the factory 
in this country. 

C. C. Carter, Carthage, Mo., pres- 
ident N.R.H.A., discussed causes and 
cures of today’s competition. He 
told delegates injurious competition 
was not found among dealers in 
hardware and implements, but rath- 
er between them and other retail 
lines. Mr. Carter contended too 
little money was being spent by the 
hardware industry in advertising. 
He quoted statistics proving 1.16 
per cent of sales income was spent 
by the hardware to hold and build 
sales, as against 4.35 per cent by 
department stores. In a _ second 
address Mr. Carter discussed two 
topics: “N.R.H.A. Merchandise Pro- 
gram” and the “Future of the Inde- 
pendent Dealer.” 

Expanding the general topic of 
competition, B. M. Hiatt, vice-presi- 
dent, Irwin Auger Bit Co., Wilming- 
ton, Ohio, spoke on “The American 
Institute of Fair Competition, Inc.,” 
of which organization he is presi- 
dent. Mr. Hiatt outlined purposes 
of the institute, maintaining that its 
principles relating to the adoption 
of a definite and declared sales pol- 
icy for the manufacturer are both 
business-like and sound. His ad- 
dress scheduled for Thursday was 
postponed to Friday, when he was 
unable to make suitable train con- 
nections for arrival on schedule. 

Willard S. Bowen, Pocatello, rep- 
resenting the Idaho Society of Cer- 
tified Public Accountants, discussed 
“The Social Security Act” in a con- 
cise fashion. His brief address cov- 
ered chief topics of interest in ma- 
jor schemes for social security. 

Mayor Robert M. Terrell, Poca- 
tello, gave delegates keys to the city 
in an opening address Thursday 
morning. 

Other speakers were Byron W. 
Butler, Salt Lake City, Utah, repre- 
senting the W. P. Fuller Co., who 
discussed several interesting phases 
of paint merchandising, and Leo 
O’Conell, Boise, who pointed out 
advantages of mutual insurance. 

Reservations for 200 persons were 
made for the S.H.I.P. banquet and 
entertainment on the concluding 
evening. This entertainment event 
was sponsored by manufacturers 
and jobbers serving Idaho. 

Claude Bistline, Pocatello, had 
charge of convention arrangements, 
and made reservations for delegates 
desiring to attend a symphony con- 
cert by the well-known Pocatello 
orchestra at the University of Idaho, 
Southern Branch. 
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TO DAKOTA” 


1936 Balanced Design 
Still Full Malleable 


MALLEABLE 





The Monarch dealer can substantially 
increase his range sales by taking ad- profit secured on a cash sale, are the 





















UNDRLAKABLE? 
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as it was in the days when Strength 
was the ONLY Mark of Quality... 


HEN the railroads came to Dakota, carloads, even trainloads 

of malleable ranges were rushed over the new rails into the 
Northwest. However primitive the home and furnishings of the 
pioneer family, the best range to be had was considered a prime 
necessity. Nothing would do for these farmer-pioneers but a 
*Malleable” for only a malleable range could stand up under 
the hard usage a range received. 


Those were the days when MONARCH was born . . . when 
strength was the only mark of quality . . . when unbreakable 
iron and hand riveted joints were the first requirement and no 
one gave a thought to outer beauty. 


If you could lift off the beautiful, porcelain enamel shell of a 
1936 MONARCH, you would find underneath exactly the same 
full malleable, hand riveted range we started to build nearly 
forty years ago. Nobody has ever found any other way to build 
a range to give equal service ... and we are just old-fashioned 
enough to believe that service is as important today as it ever was. 
The customer of today may appear to think only of outer beauty 
but she expects to get service as well, and she looks to her dealer 
to see that she gets it. 










12 months to pay, and the full rate of 





How to Do a vantage of the Monarch Practical Pay- outstanding features of this proven 
ment Plan. With this plan the smallest plan. Full details are offered both to 
Bigger Range dealer can meet the term competition present Monarch dealers and to those 
of mail order house, city installment in open territory who are interested in 


Business 


store or itinerant peddler. Asmall down merchandising plans that will build 
payment; a very low “carrying charge”; volume and profits. 


MALLEABLE IRON RANGE CO., 62 Lake St., Beaver Dam, Wis. 
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Syndicate Competition Was Chief Topic 
at Convention of Indiana Dealers 


AUSES and Cures of Today’s 

Competition was the theme at 

the thirty-seventh annual 
convention and exposition of the In- 
diana Retail Hardware Association, 
Murat Temple, Indianapolis, Ind., 
Jan. 28 to 31. 

Paul Crissey, sales manager, Edw. 
Katzinger Co., Chicago, discussed 
discounts and rebates to syndicates. 
He said that chain store merchan- 
dise consisting of small housewares 
offered the most competition be- 
cause of the outstanding housefur- 
nishings departments of chain stores, 
which, he said, are well located and 
always attractive to the public. That 
they are always on the look-out for 
new items is evident he declared, by 
the system of introduction and will- 
ingness to introduce new wares, 
which has attracted manufacturers. 
He also said that hardware dealers 
had little knowledge of how chains 
and syndicates operate. “Chains buy 
from samples, are easily sold, and 
are ready to take chances, while the 
average hardware jobber will not do 
these things,” he said. He further 
stated that the fact that hardware 
retailers and jobbers do not offer 
sufficient market was very evident, 
and for that reason manufacturers 
could not invest in new dies and 
equipment for new merchandise to 
be sold exclusively through inde- 
pendent outlets. He compared costs 
of selling chains and jobbers, and 
also compared the costs of filling 
large and small orders. 


New Lines 


In discussing a policy for the 
hardware retailer, Ralph O. David, 
Logansport, association president, 
pointed out the need of better dis- 
play and merchandising of new 
lines, urged a more thorough 
study of new items and lines, and 
asked that dealers show more ap- 
preciation of the cooperation of the 
manufacturer. He reviewed the 
year’s work of the association, the 
meetings and gatherings of various 
groups, and praised the splendid co- 
operation of members. 
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G. F. SHEELY 
Managing Director 


That heavy overhead is a burden 
to the retail hardware merchant was 
shown by Herbert P. Sheets, man- 
aging director, N. R. H. A., Indian- 
apolis. In the study of expenses, 
Mr. Sheets explained the jobbers 
overhead, and compared the de- 
partment store and variety expense 
with that of the retail hardware 
merchant. That department and 
variety stores pay more rent and are 
located in the better business sec- 
tions was also shown. The difference 
in salesman efficiency was pointed 
out and the great need for better 
salesmen and salesmanship in the 
distribution of hardware was 
stressed. The wholesaler’s cost of 
distribution and how these costs can 
be reduced were also explained. 
“When wholesaler and retailer work 
together to reduce costs of distribu- 
tion and increase sales, they will 
meet the competition of the chain 
stores,” he said. 

F. C. Buddenbaum, treasurer and 
manager, Regal Stores, Inc., volun- 
tary chain of grocery stores, Indi- 
anapolis, told the delegates how his 
company has solved the “Competi- 
tive Problem”—“If you don’t make 
good as an independent merchant, 
you will be working for the syndi- 
cate sooner or later,” he said. He 
explained the cash basis on which 
his company operates, its collective 
advertising and buying systems and 


RALPH O. DAVID 
Retiring President 


FRANK P. DUNCAN 
New President 


described distribution by the cash- 
and-carry method. He said that the 
wholesaler must put his house in 
order first, find out the facts, and do 
something about it. 

“The Hardware Merchant is not 
Serious Competition. He is too 
lazy,” said Homer Hipskind, hard- 
ware merchant, Wabash, Ind., in 
discussing “A Jobber Dealer Plan 
of Cooperation.” The hardware 
merchant must watch the danger- 
signals in order to stay in business, 
he declared. He further said: “That 
merchants know a lot about hard- 
ware but not the hardware business, 
is readily seen. Business offers more 
opportunities than in years to the 
alert merchant. He must let it be 
known that his place is not high 
priced, that his merchandise is first 
class and his mark-up is fair. Job- 
bers should assist retailers in dis- 
playing their wares, show them how 
to reconstruct their prices on slow 
moving items, and support the re- 
tailer in other ways.” 

Thursday’s session was devoted to 
a discussion of Unemployment In- 
surance and how it will affect hard- 
ware dealers. Paul J. Stokes, re- 
search manager, N.R.H.A., Indi- 
anapolis, explained the plan. After 
a general discussion, the following 
resolution was adopted. “Since old 
age pension and the unemployment 

(Continued on page 116) 
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TO HELP YOU SELL MORE 





MANUFACTURED BY GENERAL ELECTRIC 


ELECTRIC REFRIGERATORS 
IN 1936! 












HE biggest advertising and sales promotional cam- 
paign in Hotpoint Refrigerator history is being 
launched now! There will be full pages in The Saturday 
Evening Post...expanded plan of co-operative news- 
paper advertising... outdoor posters...radio announce- 
ments ... window displays . . . store identification 
signs...recipe booklets... full line folders...envelope 
stuffers... pass-out pieces... slide films... retail sales 
manuals... customer savings bank plan. In addition, 
there’s the new Hotpoint “Visualizer” and new 1 
Hotpoint “Featurizer”—which help dealer and sales- 
man demonstrate the quality, features and advantages 
of the new 1936 Hotpoint line. ne 
Hotpoint pre-sells the prospect ...and makes 101 sales poe 
tools available to help you get the names on the dotted 
line! With its greatly augmented promotional cam- 
paign...new dealer display finance plan enabling you 
to stock at low cash outlay... and a new line of refrig- 
erators, Hotpoint makes it easy to sell more. Write 
today for complete details. Hotpoint Refrigerator 
Division, Section AH2, Nela Park, Cleveland, Ohio. 
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Mountain States Dealers Hear 
Competitive Problems Discussed 





W. S. HILL 


New President 


HE 34th annual convention of 


the Mountain States Hard- 
ware and Implement Associa- 


tion held at the Cosmopolitan Hotel, 


Denver, Colo., January 20-22, cen- 
tered attention on competitive 
problems of the retail trade. An 
aggressive, optimistic spirit per- 
vaded among the dealers, and at- 
tendance was the largest in years. 
J. E. Woodmansee, treasurer and 
director of sales, Richards & Con- 
over Hardware Co., wholesale, Kan- 
sas City, Mo., approached corporate 
chain competition from the stand- 
point of the jobber; H. M. Swain. 
executive vice-president Irwin 
Auger Bit Co., Wilmington, Ohio. 
urged support of the plan of the 
American Institute of Fair Compe- 
tition and its policy of placing on 
record the sworn statements of 
manufacturers, as a logical and 
effective combative measure; and 
Charles C. Carter, Carthage, Mo.. 
president, N.R.H.A., analyzed dis- 
tribution costs of syndicate and 
independent store competition. 
Mr. Woodmansee declared that 
retailers had a “right to duplicate 
national chain store methods of dis- 
play, national chain store record 
and accounting systems, adequate 
advertising,” and should educate the 
public that the independent is 
locally owned and operated, con- 
tributing to the good of the com- 
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E. J. SINN 


Retiring President 





JOHN T. BARTLETT 


Secretary-Treasurer 


munity, not only by money but by 
moral support. 

“With all these things on the 
credit side, the independents should 
easily hold their present position 
and make a gain in the future. How- 
ever, it will be up to the nation’s 
wholesalers to deliver merchandise 
of equal or better quality and at 
prices which will retain indepen- 
dents in competitive position.” 

The speaker exhaustively dealt 
with measures to improve retail 
and wholesale operating efficiency. 
He reviewed the Patman and Meade 
bills, and declared the hardware 
trade organizations should “whole- 
heartedly support an honest effort 
of legislators to protect the inde- 
pendent dealers of our nation, and 
see to it that special favors, and 
demands made upon the nation’s 
manufacturers, be forcibly discon- 
tinued.” 


Support Helpful Measures 


In a _ resolution passed unani- 
mously the association went on 
record, “Since it is apparent that 
the independent trade must look to 
further congressional action for 
some measure of relief, we are in 
full sympathy with the decision of 
the Board of Governors of the Na- 
tional Retail Hardware Association 
to support such of the measures 
now pending or that may be intro- 


duced in the present Congress as 
appear to offer greatest assurance 
of the elimination of the discrimina- 
tions which have so long been such 
a serious handicap in the operations 
of the independent trade.” 

Another resolution, brought in by 
the resolutions committee, of which 
Dean R. Kendall, La Junta, Colo., 
was chairman, protested against the 
practice of manufacturers and 
wholesalers bidding direct on gov- 
ernment projects. It was unani- 
mously adopted. 

Rev. Arthur L. Miller, Laramie. 
Wyo., with an address, “In the 
Land of Beginning Again,” empha- 
sized the necessity for new attitudes, 
providing a unique “curtain raiser” 
for the convention. 

Dr. Don C. Sowers, University of 
Colorado, Boulder, presented results 
of a Boulder consumer survey, show- 
ing the extent of out-of-town buying, 
and the reasons. “Seventy-five per 
cent of Boulder families believe 
that local stores render good or 
excellent service,” he said. “Seven- 
ty-eight per cent said that they most 
often found service unsatisfactory 
because of selection or price.” 

Nelson E. Reynolds, Greeley, 
Colo., showed the relationship of 
modern farm equipment to higher 
farm purchasing power, then pre- 
sented motion pictures taken by the 
store in its territory, showing all 
types of farm machinery in use. 
The “home movies” are not expen- 
sive, and are constantly used in sell- 
ing, an improvised basement “the- 
ater” being employed. 

The economic importance of F. 
H. A., and the readiness of the 
Denver office to assist the local 
dealer, wherever located, to obtain 
banking cooperation, were told the 
convention by Leonard Kinsell, 
chief mortgage examiner. 

Great interest attended the ad- 
dress of H. L. Nicholls credit man- 
ager of the International Harvester 
Company branch, Denver, on the 
skillful adaptation of credit terms to 
the farm-buyer’s individual income. 
Mr. Nicholls demonstrated that, with 
the great majority of farmers, the 
old tradition that fall is the only 

(Continued on page 116) 
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3 No. 514% Nail “Stanley” $1.00 


3 No. 101% Nail “Standard” Pe With this balanced assortment from the TOOL BOX OF 
3 No. 111% Nail “Arrow” -60 AMERICA on your counter, you can meet any competition 

: 4 ’ ee 9 $ 4 4 
3 No. 211% Nail “Hercules” 39 with a BETTER product. There isn’t a “dead” item in this 


whole dozen — each is built and priced for the specific needs 
of your customers. 


Retail Price $8.22 Remember that 334%4% margin of $2.74! Remember that 
5.48 these tools are fast sellers. Order today from your jobber, 

and see how easy it is to make your fair margin of profit 
selling quality tools! - 


STANLEY TOOLS 
New Britain, Conn., U.S.A. 





Dealer Cost 





’3% Dealer’s Margin $2.74 
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Weather and Business Conditions Favored 


Annual Meeting of Texas Dealers 


AVORABLE weather and 

good business conditions were 

responsible for a very large 
attendance at the 38th annual con- 
vention of the Texas Hardware & 
Implement Association, held at the 
Hotel Adolphus, Dallas, Jan. 21 to 
23. The exhibit, staged in conjunc- 
tion, was one of the best in the 
history of the association, and the 
business sessions were both informa- 
tive and productive. 

The convention opened with a 
breakfast, at which the Texas Mu- 
tual Fire Insurance Co. was _ host. 
Following the breakfast its annual 
policy holders’ meeting was held 
and the following directors were 
elected: J. D. Martin, Bryan; Edw. 
F. Flato, Corpus Christi; Bland 
Smith, Bonham; Hugo Schoellkopf, 
Dallas; T. C. Thompson, Canyon; 
J. W. Tabor, Waco; A. C. Toudouze, 
San Antonio; Carl Monk, Nacog- 
doches, and Dan Scoates, College 
Station. 

The directors named above met 
the following day and elected J. D. 
Martin, Bryan, president; Edw. F. 
Flato, Corpus Christi, vice presi- 
dent; Bland Smith, Bonham, sec- 
retary; Hugo Schoellkopf, Dallas, 
treasurer. 

President H. A. Turner, Madison- 
ville, opened the first business ses- 
sion of the meeting with a review 
of the year’s work of the associa- 
tion—showing that the secretary’s 
office had been very busy—rendered 
many services, individually and col- 
lectively to its members. He told 
of the work that had been done in 
legislation, in the field, and called 
attention to the fact that the asso- 
ciation has three full-time em- 
ployees. 

D. W. Northup, president, Henry 
G. Thompson & Sons Co., New 
Haven, Conn., spoke on “Manufac- 
turers’ Discounts, Rebates and Al- 
lowances.” He discussed the prac- 
tice followed by some manufac- 
turers in granting confidential re- 
bates and the effect that this has 
had on the syndicates. Mr. North- 
up also discussed The American 
Institute of Fair Competition, of 
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H. A. TURNER 
Retiring President 


which his firm is a charter member, 
and asked the dealers to investigate 
the policies of the manufacturers 
with whom they were doing busi- 
ness. 

The afternoon session was given 
over to Implement Distribution 
Problems, with L. J. Fletcher, agri- 
cultural sales manager, Caterpillar 
Tractor Co., Peoria, Ill., discussing 
“The Problems of the Implement 
Trade As Seen By a Manufacturer.” 

Mr. Fletcher sdid in part: “No 
nation ever will be happy unless 
there is some freedom of competi- 
tion. I have been in a nation where 
it was restricted. I tell you compe- 
tition is what makes a nation. There 
are many reasons why dealers in 
farm and hardware implements do 
not make money. The _ principal 
one is because they do not know 
their costs. Forget your discounts. 
Remember your costs. The farmer 
must pay what his produce is worth 
and hold to that price. There is 
one other question, that is trade-ins. 
Pardon me, but I must say we must 
get out of the habit of second-hand 
thinking. Again forget it. A suc- 
cessful dealer must be able to think 
out his own problems, and any man, 
dealer or not, who is not able to 
reduce his problems to understand- 
able basis should not be listened to.” 

The “trade-in” situation, with re- 


CLYDE TOMLINSON 


New President Secretary 


DAN SCOATES 


gard to implements, was then cov- 
ered in a _ spirited discussion in 
which the following dealers took 
prominent parts: A. C. Toudouze, 
San Antonio; E. V. Horne, Lock- 
hart; J. A. Hull, Greenville, and 
J. L. Leazer, Valley View. Clyde 
Tomlinson, who was later chosen 
president of the association, summed 
up the discussion. 

Wednesday morning’s session 
opened with Glendon Hackney, as- 
sistant editor, Hardware Retailer, 
Indianapolis, talking on “A Com- 
parison of Operating Expenses.” 
He had figures of the hardware 
trade covering the retailer, whole- 
saler, chains and department stores, 
and he analyzed the various items 
that made up these costs to show 
just where the independent hard- 
ware retailer stands. 

E. B. Gallaher, treasurer, Clover 
Mfg. Co., and editor of Clover Busi- 
ness Service, Norwalk, Conn., talked 
on “The Future of Hardware Dis- 
tribution.” He called attention to 
the need of the wholesaler and 
retailer working closely together. 
Following his talk he was asked 
many questions dealing with the 
economic situation as it affects busi- 
ness today. 

Thursday morning’s session was 

(Continued on page 128) 


HARDWARE AGE 











Ov- 
ok 


ck- 
nd 


en 


ed 


on 
as- 
er, 


ire 
le- 
es, 
ms 
OW 


rd- 


fer 











It is sometimes quicker and easier for 
a merchant to sell a cheap sash cord or 
clothes line than better grades that cost 
more. It takes less time, less explana- 
tions. To a customer who doesn’t know 
the difference, the appeal of a low price 
is often a sufficient argument for 
purchase. 

But when a merchant permits such a 
sale to take place, he seldom profits 
from the time he saves. For he fails to 
deliver the measure of value to which 
the customer is rightfully entitled— 
and which he naturally expects. 


It invariably happens that when a cus- 
tomer learns of the greater durability 
and service of Samson Spot Sash Cord 
—of its superior construction, free of 
all the cheap substitutes for high qual- 
ity yarn such as are used in inferior 
grades—he sees the wisdom of paying 
the higher price for this better sash 
cord. 

It is equally true that the merchant 
who sells Samson Spot Sash Cord can 
always be sure of its uniform quality— 
of its firm, even braid—of its smooth, 
hard finish—and of its trouble-free 
service extending for twenty-five years 
or more. For it is made in only one 
grade, easily identified by the Colored 
Spots—our trade-mark. ; 





The same common sense attitude is 
taken by most women. The average 
housewife when buying a clothes line 
would prefer to pay the extra amount 
for Phoenix Sash Cord if she is told 
that it is three times as strong as ordi- 
nary clothes line and that it will last 
many times longer. That is economy 
she can understand. She will appreciate 
just as quickly why it gives her more 
for her money in service and satisfac- 
tion when she knows that it contains 
none of the soft roving and loading 
found in cheaper cords—that it won’t 
snap or sag as they do, when her wash- 
ing is on the line. 

It may take longer to sell the better 
performance of good braided cord, but 
merchants tell us that it is time well 


invested. 
Samples on request. 


Ip, _ 
s Ds Ke - 









SAMSON 
CORDAGE 


WORKS 
BOSTON 














FEBRUARY 13, 1936 


97 











Pacific Northwest Association Reelects 
John Oud President for Third Term 


OHN OUD of the Oud-Shields 

Hardware Co., of Orofino, 

Idaho, in his second term as 
president of the Pacific Northwest 
Hardware and Implement Associa- 
tion, set the tempo for one of the 
best attended and optimistic of its 
conventions when, in his friendly. 
but pungent way, he opened the 
thirty-first annual meeting at the 
Davenport Hotel in Spokane, Wash.., 
January 28 and 29. Later, Mr. Oud 
was reelected to head the associa- 
tion for his third term in that office. 


“We may not be able to cure our 
business ills in a day” said Mr. 
Oud, in opening the convention. 
“but we will try to diagnose the 
troubles.” 

Even though we are faced with 
the prospects of a splendid year 
during 1936 we can not just sit by 
and let things take care of them- 
selves. Mail order and chain store 
competition is getting harder. We 
must make an intelligent fight for 
increased volume with the weapons 

the quality of our merchandise; 
the service we are willing to offer: 
attractive displays; and thorough 
cooperation with the jobbers.” He 
also said that cooperative buying 
doesn’t give the small independent 
dealer much of a “break” on slow- 
moving and infrequently ordered 
merchandise. 


Alvin Jensen, Jensen-Byrd Co.. 
Spokane, and Theodore Nelson, 
Frigidaire salesman for the same 
firm, opened the first afternoon ses- 
sion, and both stressed the impor- 
tance of the major appliance busi- 
ness to the hardware retailer. 
Thoughts stressed in these talks 
were: 

“Train a man specially for this 
selling, send him out on house calls 
and visits to the homes in the morn- 
ings and evenings, for this is when 
the big volume of large electric 
equipment sales are made in the 
homes. In addition, be sure your 
appliances are out in front, they 
are interesting to look at and they 
won't sell unless they are looked 
at.” It was also urged that the 
hardware man not talk single units 


98 


to be sold under the Federal Hous- 
ing Act, but that if he is selling 
a washing machine, that he talk 
an ironer also, emphasizing the 
small extra payment necessary per 
month. 

L. C. Van Patten, Cheney Weeder 
Company, Cheney, Wash., urged 
that a careful study be kept on 
taxation, that it not be allowed to 
get out of control. 

“The greatest préblem of today 
is lack of team work in the matter 
of price competition and price mer- 
chandise,” said C. C. Carter, presi- 
dent, N. R. H. A., Carthage, Mo., 
who also said, “the goal is that 
more hardware shall pass through 
hardware stores.” 

Following the continued emphasis 
placed on the selling of electric 
washing machines and other major 
appliances through the FHA and 
otherwise, an interesting point was 
brought up in the general discussion 
by A. L. Barnes, Lewiston, Idaho, 
who said: “Any dealer with a large 
rural trade should not forget that 
a lot of farms do not have elec- 
tricity, but they can buy washing ma- 
chines. We sell 68 per cent of our 
washing machines to homes that 
are not electrified, with a man con- 
centrating on farm,trade to good 


advantage. However, such a sales- 
man should be en salary, not com- 
mission, for the cost of long jumps 
and car maintenance rules out the 
commission.” 

The showing of several interest- 
ing films by the International Har- 
vester Co. was followed by the 
election of directors and officers as 
the closing order of business for the 
first day. 

The report of the nominating 
committee was adopted unani- 
mously putting the following direc- 
tors in office for the coming year: 
John Oud, Orofino, Idaho; W. H. 
Richardson, Harrington, Wash.: 
William Watzke, Lacrosse, Wash.: 
John Miller, Lind, Wash.; A. L. 
Barnes, Lewiston, Idaho; O. L. 
Lundalem, Deer Park, Wash.; Earl 
Kidder, St. Maries, Idaho. From 
these directors Mr. Oud was re- 
elected as president for his third 
term; Mr. Richardson was elected 
vice-president, and Lee F. Olney, 
Spokane, Wash., was reappointed 
secretary. 

On the program for the second 
day, O. L. Lundale, Deer Park 
Hardware Co., Deer Park, Wash., 
spoke from the viewpoint of the 
small town merchant. He said that 

(Continued on page 130) 





Left to right: John Oud, president, Pacific Northwest Hardware and Implement 
Association; C. C. Carter, president, National Retail Hardware Association, and 
Lee F. Olney, secretary, Pacific Northwest Association. 
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FRIGIDAIRE GOES INTO ACTION 
WITH THE OPENING GUN OF ITS 
GIGANTIC CAMPAIGN FOR 1936 


®@ Frigidaire’s field’ organization, largest 
in the industry, is on the move toward its 
most successful selling season in history! 
In 38 dramatic conventions now going on from coast to coast, Frigidaire is presenting to 
its 20,000 dealers and salesmen the sensational Frigidaire for 1936—a product utterly 
new, stunningly beautiful, crammed full of powerful sales appeal in every respect. 
New campaign strategies are being introduced — dynamic, forceful new plans for action 
that overlook nothing to insure your biggest Frigidaire year! The men who have seen 
these spectacular new products and the powerful, compelling sales program are con- 
fident of sweeping victory. They agree that the challenge “You'll do Better with 
Frigidaire in ‘36” is no idle boast! ... Frigidaire is going into action, and its greatest 
record-breaking year lies ahead! FRIGIDAIRE CORPORATION, DAYTON, OHIO 





Youll do teller wilh Frigedacre tn 1936 f 
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Minnesota Association Favors 


State Fair Trade Legislation 


ESPITE a siege of sub-zero 
D weather and a biting 30- 

mile gale, the fortieth an- 
nual convention and exhibit of the 
Minnesota Retail Hardware Asso- 
ciation was well attended at the 
Municipal Auditorium, Minneapolis, 
Minn., January 21 to 24, 1936. The 
convention endorsed the American 
Institute of Fair Competition; fav- 
ored continuation of state real estate 
taxes and the extension of the chain 
store taxes and establishment of 
personal gross income taxes, and 
went on record in support of the 
state fair trade Jaws which would 
permit legalization of equal buying 
arrangement (or price agreement) 
among independent retailers in con- 
nection with their purchases from 
wholesalers and/or manufacturers. 
The convention opposed: sales taxes 
as a means of raising revenue; dis- 
tribution of free seeds by state 
and/or federal governments; and 
went on record strenuously object- 
ing to jobbers selling consumers or 
gas stations and other types of 
retail outlets plus the practice of 
financing non-hardware retail chan- 
nels, all of which makes unfair and 
unjust competition for the hardware 
trade. 

George Herreid, Deer River, was 
elected president, succeeding Dan 
Billman, Minneapolis, who presided 
at the convention. Frank Breher. 
Wadena, is the new vice-president 
and manager-treasurer C. J. Chris- 
topher was re-elected. The execu- 
tive board for the coming year is: 
J. A. Hurley, St. Paul; Ebert John- 
son, St. Cloud: A. J. Rynda, New 
Prague, and John Hyslop, Fulda. 
The new advisory board is: S. E. 
Hunt, Red Lake Falls; F. W. 
Bruscke, Good Thunder, and Dan 
Billman, Minneapolis, all past presi- 
dents. 

The convention opened with the 
customary president’s breakfast 
dedicated to the charter members 
of the organization. At this meet- 
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DAN E. BILLMAN 


Retiring President 


ing 281 members who had _ been 
affliated 25 years or more were 
also honored. President Billman 
welcomed the convention, thanked 
exhibitors and spoke briefly on 
conditions and the  association’s 
year, saying in part: “With business 
conditions in this territory much 
improved—with everybody feeling 
better—more optimism, we have 
much to be thankful for. Prospects 
are brighter and I confidently be- 
lieve that 1936 wil} be a_ better 
year for all of us than the year just 
finished.” Mr. Billman_ then 
thanked the association officers for 
their support, told of the work 
being done by state legislation for 
chain store taxes and against sales 
taxes, and said Minnesota hardware 
sales were 15 per cent ahead of the 
previous year. Agricultural prod- 
ucts, he said, showed an increase of 
36 million dollars for the state. 


Urges Support Of 
Patman Bill 


Talking on price discrimination. 
A. W. Cullen, editor, Hardware 
Trade, urged support of the Patman 
bill and discussed price advantages 
enjoyed by the chains and mail 
order houses and of efforts being 
made to correct this unfair situa- 
tion. Speaking for the American 
Institute of Fair Competition, Jo- 


Cc. J. CHRISTOPHER 


Manager-Treas. 


GEO. HERREID 
New President 


seph H. Plumb, Fayette R. Plumb, 
Inc., Philadelphia, responded to Mr. 
Cullen’s remarks, telling of the 
work of the institute to correct un- 
fair selling policies of manufac- 
turers, making sales policies a mat- 
ter of common knowledge. He said 
in part, “The institute was formed 
in response to your demand for 
some way to distinguish between the 
manufacturers who are supporting 
you and those who put other chan- 
nels of distribution in a position to 
undersell you. Any manufacturer 
can file a statement of sales policy. 
If there are matters connected with 
the sales policy of any manufac- 
turer which are not covered by his 
filed policy, members of the trade 
may inquire of the institute as to 
what his policy is in such matters. 
The manufacturer must reply to 
such an inquiry. The institute has 
power to investigate the facts to dis- 
cover if such a reply is correct. 
The institute will then notify the 
inquirer. In answering an inquiry, 
the manufacturer is not obliged to 
disclose or to make public the 
details of his business with any 
particular customer. He must, how- 
ever, permit the institute to examine 
the details of the matter under in- 
quiry, in order to verify the truth 
of his statements. Thus, gentlemen, 
(Continued on page 130) 
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Governor Chandler's Address Won Acclaim 
at Annual Meeting of Kentucky Dealers 


“HE address of Governor A. B. 
(“Happy”) Chandler was the 
outstanding feature of the 

36th annual convention of the Ken- 
tucky Hardware and Implement 
Assn., held at the Seelbach Hotel, 
Louisville, Jan. 21 to 23, inclusive. 
Governor Chandler, who has long 
been an enthusiastic exponent of 
the interests of hardware and imple- 
ment dealers, delivered an address 
at the opening business session of 
the convention which was so favor- 
ably received that immediately fol- 
lowing his talk the association 
unanimously adopted a_ resolution 
pledging 100 per cent support to 
the Governor’s program. The largest 
attendance of the convention heard 
the Governor’s address, and he re- 
ceived a genuine ovation upon ap- 
pearing in the hall. Following his 
address it was necessary for the 
convention to recess to permit deal- 
ers to extend their personal con- 
gratulations on his talk. 

Governor Chandler has always 
taken a firm stand against sales tax 
legislation in Kentucky, and it was 
largely through his efforts that this 
was recently repealed in that state. 
He declared that during the time 
it was in effect it had taken $10,- 
000,000 in retail business away from 
the merchants in the state and had, 
in addition, diverted $6,000,000 
worth of retail business to adjoin- 
ing states. He reiterated his vig- 
orous opposition to any tax of this 
character and declared: “No busi- 
ness in Kentucky will be mistreated 
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A. B. RUMLEY 
Retiring Pres. 





by tax legislation brought before 
the General Assembly by my Ad- 
ministration. The circulation of 
money and trade must be unim- 
peded, or else recovery will never 
really return to Kentucky.” After 
describing the plans of his Admin- 
istration to operate the state gov- 
ernment on a business-like and efh- 
cient basis, he urged dealers to take 
an active interest in the state’s leg- 
islative affairs; invited dealers to 
compare his campaign pledges with 
his accomplishments to date, and 
stated that “The fight for good gov- 
ernment in Kentucky has just be- 
gun.” Following his address the 
Governor, in a private interview 
given to this HARDWARE AGE repre- 
sentative, said that he believed his 
estimates of the losses suffered by 
retailers through the state sales tax 
were “very conservative.” 


Large Attendance 


Attendance exceeded that of all 
recent years, and all available ex- 
hibit space was sold far in advance 
of the convention. The convention 
officially opened at a luncheon Tues- 
day noon in the Seelbach Raths- 
keller, with the association as host. 
After the lunch the first business 
session convened in the meeting and 
exhibition hall on the tenth floor 
of the Seelbach. 

Following opening formalities, 
President A. B. Rumley delivered 
his annual message. President 
Rumley stated that “there is a place 
for the independent retail merchant 


J. M. STONE 


Secretary-Treas. Governor 





A. B. CHANDLER 


in today’s picture,” but he gave due 
credit to more aggressive competi- 
tors. He discussed the comparative 
volume of chain versus independent 
stores in considerable detail, and 
quoted Government figures to show 
that independent stores still do 67 
per cent of the total retail volume. 
or more than twice the aggregate 
business done by chain and depart- 
ment stores. The necessity of ad- 
justing methods to ever-changing 
conditions was emphasized by Pres- 
ident Rumley when he said: “Yes- 
terday’s methods will not suffice for 
tomorrow's needs; each day must 
create a new approach to its prob- 
lems, a new method for their solu- 
tion. We are not protected by any 
patent; we must justify our exis- 
tence through a real and genuine 
service rendered our community.” 
He asserted that the price problem 
being faced by the entire hardware 
industry is most disturbing; called 
attention to the growth of consumer 
leagues which are pooling their pur- 
chases, and buying direct from 
manufacturers in many foreign 
countries, and to some extent in the 
United States, and to combat this 
trend he advocated that prices be 
kept as low as possible. He then 
voiced the opinion that business is 
better and that the current year may 
be expected to reflect further im- 
provement. He next briefly reviewed 
the work of the association, and, in 
closing and through selected quota- 
tions, he advised fellow dealers to 
(Continued on page 132) 
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WATER CAN'T 
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HE exclusive method we use in 

treating each individual fibre in 
Columbian Rope accounts for this vic- 
tory. WATER, INTERNAL FRICTION 
and DECAY—ropes worst enemies— 
don't bother Columbian. It is protected 
by our Waterproofing and Lubricating 
processes which seal the rope fibre 
against decay and give our rope 
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Look for the Red, White 
and Blue Surface Yarns 
and the Columbian Tape- 
Marker. 


greater flexibility. Expert seamen like 
Columbian because it is so easy to 
handle and to coil even when wet. 


We know it is good rope. That is why 
we take full responsibility by guaran- 
teeing every foot of it. The Red, White 
and Blue Tape-Marker in one of the 
strands positively identifies Columbian 


COLUMBIAN ROPE COMPANY 


352-80 Genesee St. 
AUBURN, “The Cordage City,” N. Y. 
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south Dakota Dealers Seek Higher 
Chain Store Tax: Fair Trade Practice Law 





G. R. SIDDONS 
New President 


RENEWED attack on chain 
A stores, scoring of governmen- 

tal expenditures, and a de- 
mand for a fair trade practice law, 
marked official activities of the South 
Dakota Retail Hardware Associa- 
tion at its 3lst annual convention, 
Sioux Falls. S. D., January 28 to 30, 


inclusive. Despite severe cold 
weather, there were 178 registra- 
tions. 


Resolutions adopted called for in- 
creased taxes on chain stores, the 
association declaring that the pres- 
ent State tax is “entirely inade- 
quate,” and it was recommended 
that a bill, patterned after the Iowa 
chain store tax law, be introduced 
at the next session of the legislature. 
The expansion of local, State, and 
Federal budgets was also criticized, 
and it was insisted that governmen- 
tal expenditures be held to a point 
where taxpayers would be able to 
assume the debt burden without in- 
creased taxation. The establishment 
of a fair price merchandise distrib- 
uting system and a law against sell- 
ing below cost was sought in the 
proposed fair trade practice law, the 
association suggesting that such a 
law for South Dakota be patterned 
after the California statute. 

Endorsement of the American In- 
stitute of Fair Competition; a uni- 
fied plan for equitable rate struc- 
tures for railway and _ highway 
transportation; approval of the 
8-point N.R.H.A. merchandising pol- 
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Retiring President 


icy, and approval of the Patman bill, 
designed to outlaw preferential 
prices, rebates and allowances by 
manufacturers, were among other 
major actions taken by the associa- 
tion. 

A. W. Cullen, St. Paul, Minn., 
editor Hardware Trade, spoke on 
discriminatory price practices by 
manufacturers in selling to syndicate 
stores and independent merchants, 
but visioned improved conditions 
through possible Federal legislation. 
C. J. Christopher, Minneapolis, 
Minn., association manager and 
treasurer, spoke or the N.R.H.A. 
8-point merchandising policy; and 
Joseph H. Plumb, Fayette R. Plumb, 
Inc., Philadelphia, Pa., spoke on the 
American Institute of Fair Compe- 
tition, of which institute this firm 
is a charter member. 


Cooperation 


A. E. Richardson, sales manager, 
Simmons Hardware Co., wholesale, 
St. Louis, told of three important 
phases in retail merchandising ac- 
tivities when he spoke on coopera- 
tion between jobbers and retailers. 
Mr. Richardson termed the three 
phases (1) efficient merchandising, 
(2) proper promotion, and (3) 
ample financing. He said that re- 
tailers should study their businesses 
carefully, seeking flaws, and then 


make proper adjustments wherever 
necessary. 

Rivers Peterson, editor Hardware 
Retailer, emphasized the importance 
of recognizing three vital factors in- 
volved in competitive merchandising. 
These, he said, are price competi- 
tion, buying and selling methods, 
and distributing costs. He stressed 
the point that unintelligent buying 
of goods is expensive and reduces 
profits, 

A surprise feature on the speak- 
ing program was presented when 
Bjorn C. Christianson, St. Paul, 
Minn., northwest hardware manager, 
Montgomery: Ward & Co., spoke on 
“Why Chain Stores Sell More.” Mr. 
Christianson’s address is published 
in full elsewhere in this issue. 

Lloyd W. Hirst, vice-president, 
Pratt-Mallory Co., food jobbers, 
Sioux City, Ia., told of how a group 
of jobbers had organized into one 
unit for the purpose of buying mer- 
chandise at greater advantage and 
lower prices, enabling them to sell 
to independent retailers at decreased 
figures, and the savings, in turn, be- 
ing passed on to consumers. He 
also urged increased advertising. 

The need for trained employees 
in retail hardware stores was 
stressed by G. W. Sulley, National 
Cash Register Co., Dayton, Ohio. 
He declared that it is vital that em- 
ployees understand the merchandise 
they are selling in order that they 
can present thorough and _ logical 
arguments to their prospective cus- 
tomers. He added that small stores, 
well managed, can make as large a 
profit on their investments as can 
the large stores. 

B. B. Turner, sales promotion 
manager, Globe American Corp., 
stove manufacturers, Kokomo, Ind., 
spoke on comparative salesmanship 
and gave a demonstration of stove 
selling. Mr. Turner said that re- 
tailers must learn to sell perform- 
ance and uses instead of “things.” 
He declared that performance, dur- 
ability and economy are the three 
major buying motives. He said that 
an intelligent buying public, when 
properly convinced, will pay more 
for much better merchandise. C. C. 
Wagner, Sioux Falls, Federal Hous- 

(Continued on page 138) 
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ire PRICED TO FIT EVERY PURSE 
ice 

in- No matter what your customers demand in 
~% style or size—no matter how little or how 
ds, much they want to pay—you can satisfy their 
ed exact desire from the complete line of 1936 
- Coleman Safety Ranges. There is a model to 
fit every cooking need—at a price to fit every 
ik- purse. De Luxe models that challenge com- 
en parison—lower priced models that meet and 
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beat mail-order competition. 


Here are some of the many outstanding 





a features that will help you sell more Coleman 
Safety Ranges in 1936: 

t, 

“ @ NEW SILENCER makes burners quieter in 
ip operation. 

@ IMPROVED BAND-A-BLU BURNERS with 
‘d higher heating efficiency; save heat and cut 
I fuel cost. 

od @ NEW CLOSED TOPS conceal manifolds, give 


added beauty and provide added convenience. 
@ ALL BURNERS INDIVIDUALLY CONTROL- 








eS LED by new quick-acting auxiliary valves. 

‘ @ NEW AIR INTAKE with convenient and 
0. accurate air adjustment, provides burners with 
a- fresh live air. 

“a @ EVERDUR METAL FUEL TANKS are rust 


and corrosion proof; the greatest safety feature 
ever put on a liquid fuel stove. 


@ UNEQUALLED BEAUTY~— distinctive style, 
modern design, attractive finishes and colors 
that please the most discriminating buyers. 


. Are you an Authorized Coleman Stove 
Dealer? If not, write or wire for information 
p regarding Sales Franchise in your locality. 
e 


® Beautiful New Catalog Ready! — 
4 Shows the full line in their natural colors. 
Illustrates Coleman exclusive features—one 


: of the finest catalogs of its kind ever pub- 
t lished. Get yours now! 
: THE COLEMAN LAMP & STOVE CO. MODEL 754 


General Office: WICHITA, KANSAS 
Branches: Philadelphia, Chicago, Los Angeles, Toronto 
(Ad-?2 
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CHESTER E. YOUNG 
Retiring President 


FLOYD S. LAMB 
New President 


CHAS. F. NELSON 


Secretary-Treasurer 


Oklahoma Dealers Protest 
Steady Rise of Taxes 


NSISTING that a halt be called 

in the steady rise of taxation 

and expressing strong opposi- 
tion to any further efforts to raise 
taxes, the Oklahoma Hardware and 
Implement Association in 33rd an- 
nual convention at the Masonic 
Temple, Oklahoma City, January 28 
to 30, demanded that the present 
excessive governmental expenditures, 
local, State, and Federal, be prompt- 
ly curtailed and the cost of govern- 
ment kept within the means of peo- 
ple to pay. Eight hundred dealers 
and retail salesmen were present for 
the meeting. 

Considering the “Causes and 
Cures of Today’s Competition” as it 
affects them, hardware and imple- 
ment wholesalers and retailers alike 
were urged to thoughtful study and 
adhere to the merchandising prin- 
ciples as adopted by the N.R.H.A. 
Pointing out the magnitude of the 
discriminations against independent 
merchants, as disclosed by the _ in- 
quiry of the Patman committee, in 
the granting of preferential prices, 
rebates, brokerage and advertising 
and other special allowances by 
manufacturers to syndicate store 
systems, the association endorsed 
the decision of their national organ- 
ization to support such measures as 
appear to offer greatest assurance 
of eliminating these practices. An- 
: other of the resolutions adopted de- 
, cried the policy of manufacturers 
‘and wholesalers who open their own 
| outlets in communities where distri- 
bution is possible through already 


t 
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established retail establishments. 
Positive opposition to the passage 


of pending legislation for a thirty- 
hour work week was also expressed 
by the association. 

The association further declared 
opposition to such price _ filing, 
whether in connection with trade 
practice conferences under the su- 
pervision of the Federal Trade Com- 
mission or otherwise, and as a means 
of putting the wholesaler-retailer 
system of distribution on a com- 
parable basis with competing sys- 
tems, the association urged retailers 
and wholesalers to closely study 
their operating expense, with a view 
of eliminating all noh-essential costs. 

The first afternoon’s discussions 
centered around “Preferential 
Prices.” D. W. Northrup, president, 
Henry G. Thompson & Son. New 
Haven, Conn., dealt with manufac- 
turers’ discounts, rebates, and se- 
cret allowances. 


Fair Trade Institute 


In giving “The Manufacturers’ 
Answer,” H. M. Swain, vice-presi- 
dent, Irwin Auger Bit Co.. Wilming- 
ton, Ohio, advocated that retailers 
and wholesalers lend their support 
to the American Institute of Fair 
Competition in seeking methods to 
prevent unfair competition and to 
eliminate unjust allowances and dis- 
counts to favored syndicate outlets. 

Setting forth the possibilities for 
increased profit in the potential im- 


plement business in 1936, R. C. 
Archer, assistant sales manager, In- 
ternational Harvester Co., Chicago, 
declared this should be the best year 
for implement sales dealers have 
seen for some time; but he cau- 
tioned that “dealers will have to go 
out after the business if they expect 
to plumb the depths of possibilities 
and build up volume.” 

Built around the subject “Retail 
Store Management,” the second 
day’s session was a most helpful 
one. In a comparison of operating 
costs, Glendon Hackney, assistant 
editor, Hardware Retailer, Indian- 
apolis, presented figures on mail 
order, chain and variety stores as 
compared to hardware stores, show- 
ing that the chief disparity in such 
figures lay in distribution costs. 

Louis Buisch, National Cash Reg- 
ister Co., Dayton, Ohio, stressed 
“Better Selling, the Key to Bigger 
Profit,” with special emphasis on 
salesmanship-training for clerks. 

E. P. Hall, E. P. Hall Hardware 
Co., Durant, Okla., speaking on “It 
Pays to Modernize Your Store,” re- 
lated his own experience in increas- 
ing his business in the past seven 
months $18,000 over the same period 
last year, by using better store meth- 
ods and better display. 

One of the very best sessions was 
the school in show card writing. 
conducted by F. B. Koock, director. 
Pen Art Department, Hill’s Busi- 
ness University, Oklahoma City. 
Much interest was shown in Mr. 
Koock’s very fine demonstration, 
and as a result a three-day school in 
practical show card work is being 
planned as a feature of next year’s 
convention. 

The value of modern store fronts 
in selling was stressed by F. W. 
Flynn, Pittsburgh Plate Glass Co.. 
Oklahoma City, who gave a practi- 
cal demonstration of the difference 
in old style and modern store fronts. 

Paul Mulliken, assistant to the 
president, Simmons Hardware Co.. 
wholesale, St. Louis, brought out the 
possibility of meeting competition 
through closer wholesaler-retailer co- 
operation, and offered a plan as 
basis for securing such cooperation. 

FE. W. Smartt, manager of the 
Oklahoma Retail Merchants Asso- 
ciation, Muskogee, spoke on legisla- 
tion, lending particular emphasis as 
to what the State Old Age Pension 
law will mean in the way of taxation 
to retail merchants. 

F. S. Lamb, president, Pettee’s 
Ilardware Co., Oklahoma City, was 
advanced from first vice-president to 
the presidency, to succeed Chester 

(Continued on page 138) 
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A new standard 
of quality in 


razor blades 









Note construction of new 
THEFT-PROOF display case 


Package slides down vertically 4 


—and is pushed out through 
lower slot from behind, not 
pulled out by customer. Open 
for inspection, but protected 
from pick-ups. With easel for 
stand-up and tab for hang-up. 


Retail price: 


5 for 15¢ 


Here are a few quick facts that suggest how we 


work constantly toward our one fixed aim: To | 


produce razor blades as near shaving perfection 
as possible. 


Only highest grade Swedish charcoal steel is used | 
in RIO blades, every inch magnetically tested for | 
flaws. This steel is tempered by the most modern 
methods and accurately checked for hardness. 
Blades are ground, spiral honed and stropped by 
specially designed equipment. Every blade is indi- 
vidually inspected under Cooper-Hewitt lights, 
then wrapped and packed mechanically by pneu- 
matic fingers. A costly routine for a razor blade, | 
but essential for first quality. 


Note particularly the fact that RIO blades are 
individually inspected. This is our protection and | 
yours. Customer will not come back to you with | 
complaints on shaving results. Every RIO blade is | 
the same—The new standard of quality. .... 
Standard Safety Razor Corp., East Norwalk, | 
Conn. | 
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The LOW-PRICED 
MEMBER 


of a High Quality Line 


This double-acting floor check for pantry 
doors and other light interior doors is the 
product of all the skill and experience 
which developed the Rixson line of floor 


checking devices. 


The Rixson “Junior” is the class of build- 
ers’ hardware you can afford to stock for 
the miscellaneous run of demands from 
day to day. Although less specialized in 
its use, it is typical of heavy-duty models 


... and a more popular seller. 


When you locate a new building project, a 
remodeling or modernizing job—you need 
the sure cooperation of an established 
manufacturer. You ate glad to turn to a 
line which you long ago learned was de- 


pendable. 
Check and fill your stock. Write us for 


any detailed information needed. 
—_ = —_ 
THE OSCAR C. RIXSON CO. 


4450 Carroll Ave., Chicago, III. 
New York Office: 2034 Webster Ave., N. Y. C. 
Philadelphia - Atlanta New Orleans Los Angeles 
San Francisco 
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buyer, you can find someone to sell 
it to you for that price. If you 
haven’t enough weight to bring the 
necessary pressure on your source 
so as to get the price concessions 
needed, then you must combine with 
others, until you do. You can’t ac- 
complish it any other way. You 
must havea certain markup to take 
care of all your expenses and leave 
you a profit besides, and yet that 
same markup must not bring your 
selling price beyond that of your 
legitimate competition. 

After you once get the margin 
that you need, you must maintain it. 
In order to conserve it, you must 
not allow any shrinkages to enter 
into your’ merchandising _ plan. 
Markdowns will do it, and no busi- 
ness is free from markdowns—not 
even your business, whether you 
know it or not. 

The difference between a chain 
store and the independent at this 
point is the chain stores know the 
seriousness of markdowns and know 
it must be controlled. They make 
allowances in their budgets to take 
care of them. That is why their 
physical and their book inventories 
agree, or very nearly so at the end 
of each year. 

The small merchant does not 
worry about anything like a mark- 
down. It is seldom mentioned even 
in meetings like this. It is typical 
of the “forgotten man,” a forgotten 
merchandising principle. 


Price Concessions 


When merchandise gets shopworn 
and the dealer has to sell it for less, 
he does not make any record of it. 
When he sells an item for 40 cents 
that he was planning to get 50 cents 
for, he does it without any worrying 
about how it will affect his profits. 
But it does. If the independent 
dealer was forced to record price 
concessions given to customers, he 
would be surprised at how fast they 
would total up. 

When no thought is given to the 
age of merchandise in the store, 
sooner or later some of it will fail 
to bring in the regular price or 
what the store manager planned 
was necessary so he could make a 
profit in selling it. 

To do a better job in keeping 
markdowns at a low point, such as 
the chains are doing, you must do 
several things: 

1. Buy your merchandise intelli- 
gently. Take into consideration the 
seasons. Make it your business to 
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Why Chain Stores Sell More 


(Continued from page 59) 


know when the peak of the season 
comes, in any line. Build up your 
stocks so as to have the most goods 
in advance of this peak and then 
learn to taper off so you will have 
little or nothing left when the sea- 
son is over. 

2. Don’t guess at specifications, 
sizes, etc. Make it your business 
to know which size or kind sells 
best. Keep records, making it pos- 
sible for you to check back if neces- 
sary to get this information. 

3. Don’t guess at quantities. When 
buying, do you know how many you 
have on hand, how many you have 
on order, and how many you sold 
in the last 30 days? The syndicate 
stores know. That is one of the 
reasons why they seldom buy too 
much and why they get as much as 
six turnovers on housewares, 44 on 
sporting goods, 4 on straight hard- 
ware, 5 on paint, 5 on farm 
equipment, and so on down the line. 

I know that it would help every 
one of you immensely, if you are 
not using such a form to have an 
order blank of your own on which 
all orders, both mail orders and 
those given to a salesman, would be 
written—this order blank to have 
three narrow columns at the left of 
the page headed “On Hand,” “On 
Order” and “Sales previous 30 
days,” respectively. Then make it 
a rule never to order any merchan- 
dise without this information in 
front of you. 

4. Encourage your salespeople to 
talk with you about merchandise 
that is not moving. Aging mer- 
chandise is a parasite. Stores that 
want to keep their merchandise in- 
vestment down, idéntify each item 
as it comes in so one can tell 
whether it has been in the store six 
months, one year, two years or more. 
No one makes any money on two 
year old goods. There are many 
reasons to back up the statement 
that your profits dwindle fast after 
your merchandise gets a year old or 
more. I don’t have to tell you that. 
So why lose money on merchandise 
that is getting older every day. 


Store Supervision 


Now I come to the fourth point, 
and that where you are going to 
say “It can’t be done.” I have seen 
too much on both sides of the fence 
to know that it can’t be done with- 
out it, and that is: 


Store Supervision Should be Given 
In the Field by Men, Whether Out 
of the Association Office, Under the 


Jurisdiction of Your Main Jobbing 
Source or Otherwise. 


In other words, if efficient opera- 
tion is to be maintained at the high 
point necessary to meet the com- 
petition you have today, someone 
from the outside must check up the 
carrying out of fundamental prin- 
ciples of business which the small 
merchant is apt to ignore. 

About six years ago, I tried to 
put into effect in a group of hard- 
ware merchants just such type of 
supervision. I didn’t get very far, 
for in the first place I was five years 
ahead of the times, and another 
very good reason, I didn’t know 
enough about it. The principles of 
this plan were almost identical with 
those which are now a part of the 
program of such concerns as Hall 
Hardware Company; Marshall 
Wells Hardware Company; Hib- 
bard, Spencer, Bartlett Company, 
and perhaps others that I am not in 
touch with. These large suppliers 
of hardware believe, and correctly 
so, that the solution of the prob- 
lems of the hardware merchant lic 
in active supervision from outside of 
one’s business. 

In other fields such as the variety, 
the grocery, and the drug, these 
same ideas are being put into effect. 
Whether the supervision is in advi- 
sory capacity or mandatory, does 
not make so much of a difference if 
the merchant has admitted to him- 
self the need of it and has faith in 
the ability of those who serve him. 
Go into a chain drug store today— 
then into an independent store. The 
difference represents largely outside 
supervision and help rendered by 
one who is highly skilled in operat- 
ing such a store. 


An Investment 


When you begin to pay $10.00 or 
$20.00 per month for such service, 
intelligently rendered, your expenses 
will begin to go down and your 
profits to go up. This is the type of 
expense that is an investment. In- 
vest some of your money in brains 
instead of merchandise. 

The chains spend more money for 
expenses than you do. Administra- 
tive and supervisory expenses are 
hardly known to you. Yet if the 
money paid out for them is wisely 
spent, it will lower the ratio of over- 
head to sales, rather than increase 
it. Your margin will go up, your 
investment down, your sales up, and 
so on. 

Point five that I tried to make 
was this: 
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MORE HORSES 
—MORE HARNESS 


The Supreme Court decision out- 
lawing the “Triple A” is causing 
much speculation as to the future of 
the American Farmer. 


With all restrictions removed, how- 
ever, it seems pretty certain that a 
greatly increased acreage will be 
returned to production this spring. 


That means More Horses, because 
farmers are finding out that Old 
Dobbin is pretty hard to beat for 
all-around usefulness, dependabil- 
ity and economy. 


More Horses means, naturally, 
More Harness, and that's where 
you come in. Why let the Mail 
Order House get this business from 
your farm trade? Get it yourself 
with a line which permits you to 
meet the stiffest competition. 


BEN HUR and LATIGOTAN 
harnesses are making handsome 
profits for hundreds of dealers in 
“Worthington Territory.” 


WRITE FOR OUR SPRING HORSE GOODS 
FOLDER 


Tue Geo. Wortnneron Co. 
1829 CLEVELAND, OHIO 1936 








BLAIR Drawcut 
LAWN MOWERS 


DRAWCUT LEADER Style 10-4 


Ten-Inch 
Wheels, 
Four Draw- 
cut Blades, # 
Automatical- |"§ 
ly Adjusted | 
Ball Bear-|\ 


14, 16 and 18 \\ 4 
Inches, 


BAY STATE Style 10-5 


Ten-Inch Wheels, Five Draw- 
cut Blades, Four Reel Spiders, 
Raised 
Edge Sta- 
tionary 
Knife and 
Non - Skid 
Rubber 
Tires, Sizes 
14, 16, 18 
and 20 
Inches. 


GROUND, CURVED BALL RACE, 
PRESSED STEEL OUST CAPS, 
OUST PROOF On CUPS 






IMPORTED 
SMEFFIELO STEEL KNIFE 
AUTOMATIC BALL BEARING A0VUSTMENT 


AUTOMATIC JR., Style 11-5 


Eleven-Inch Wheels, Five Drawcut Blades. Sizes 16, 18 
and 20 Inches. 


Push the BLAIR line for 1936 — a line 
backed by 57 years of experience. The 
models shown above are only a few of a 
complete line—a line that has superior ad- 
vantages not only in superlative construc- 
tion and materials used — but includes 
models with which to meet price compe- 
tition. , 


(Write for quotations and circulars ) 


BLAIR 


MANUFACTURING COMPANY 


Established 1879 
SPRINGFIELD, MASSACHUSETTS 
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Some Group Effort Among Re- 
tailers, and Perhaps Wholesalers, 
Should be Accomplished Such as 
Will Make Them the Power in the 
Buying Field that the Large Syndi- 
cates Are Today, 


When the independent merchant 
pays about as much for the same, or 
identical merchandise, as the chain 
store is selling it for, then some- 
thing is radically wrong. I do not 
imply that the chain store pays too 
little or the independent too much, 
considering the conditions which 
surround the distribution of mer- 
chandise, through these two chan- 
nels. Both are justified, under their 
present set-up. The two methods 
are not competitive, however. 

Is there any blame attached to 
buying certain merchandise at 78 
cents even if someone else is paying 
$1.09? Furthermore, is there any- 
thing wrong with selling what costs 
78 cents for $1.19, netting 32 per 
cent gross on sales, even if the one 
who buys it for $1.09 can only make 
8 per cent when meeting this price? 
Positively not. You can’t blame the 
one who buys it for less if he sells 
it for less. 


A Competitor’s Policy 


Here is the policy of one of your 
large competitors as it relates to 
competition: 

“Tt is the policy of this company 
that our retail prices never should 
be higher than the prices of any 
leigitimate competitor on compar- 
able quality merchandise.” 

This means meeting regular 
prices with regular prices, sales 
prices with sale prices, and their 
definition of a legitimate competitor 
is just as definite and exacting as 
the one set down by your own trade 
organization. 

Please notice nothing is said in 
this statement of policy about under- 
selling other retail outlets. This is 
not a thought of the average syndi- 
cate store. Their prices are fixed 
long before they know of what com- 
petition is doing, and adjustments 
are made to meet prices rather than 
to beat them. 

Not so long ago, I was in a good 
sized city in Iowa. I visited the 
store of a hardware merchant that 
you men have all heard of. He is a 
pioneer in Association and Hard- 
ware Insurance work and known the 
country over. He has a beautiful 
store, and a very fine assortment of 
merchandise. 

While in the store I shopped 
fifteen items of merchandise. Many 
of these were identical with the 


.merchandise the mail order chain 
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is selling—made by the same com- 
pany—regular stock merchandise— 
I found in every instance the prices 
ranged from 10, 15 and up to 20 
per cent above those offered in a 
mail order chain store several blocks 
down the street. 

Then I said to myself—“Just why 
will people walk six blocks beyond 
this chain store to pay another 
merchant 10 to 20 per cent more 
for the same merchandise?” Here 
was a “why” which could only be 
answered in one way: The reason 
is this—that these people did not 
know that the chain store merchan- 
dise was either identical, or if 
made by another factory, in every 
way equal to the higher priced 
goods offered by the independent 
store. Who wants to pay more for 
equal values today? No one—not 
if they know it. 

Today this is the big problem of 
the syndicate store, this process of 
educating the public so they will 
realize that lower prices do not in- 
dicate inferior quality by any 
means. You can rest assured this 
is being done. 

And so you have another phase 
to this competition you have not 
reckoned with. It is growing rapid- 
ly, emphasizing the necessity of the 
independent dealer doing something 
about it. The present status of the 
independent store is not going to 
carry you through. Your way of 
doing things has not kept the syndi- 
cates from making inroads on your 
business, and the sooner you recog- 
nize that you can’t go it alone, that 
you have to group your efforts with 
others, the sooner a way will be 
found. 

It is up to you to bring this about. 
The pressure, or demand, must come 
from merchants who are already 
grouped together for their own in- 
terests, and who recognize that they 
are not going far enough to meet 
conditions as they are today. 

You can talk about service, qual- 
ity, prestige, home-owned, etc. It 
all helps. But you have had all 
these things in your favor for the 
last ten or fifteen years, and yet 
you have been slowly losing out. If 
they haven’t saved you, why expect 
them to in the future. 

Then I have been asked to say 
something about display. 

The question arises—Does chain 
store display sell more merchandise 
than the hardware store type? My 
answer is “yes,” using the mail 
order chain store as a criterion. 

All chain store display methods 
do not lend themselves to such lines 
as your merchandise. The stores I 
refer to, do. 





Instead of going into any lengthy 
discussion or trying to paint a pic- 
ture without the materials at hand, 
I urge you instead to visit one of 
these stores just as soon as possible. 
You may not approve of all you see, 
but you will get enough in new ideas 
to pay you for driving 50 miles, if 
necessary. 

The first impression you will get 
in the hardware lines is a riot of 
color. This is accomplished by 
covering the counters with red oil- 
cloth and some green, and some in 
ivory. The stores are attractive to 
the eye and, therefore, interesting 
to the buying public. 

The second impression you gain 
will be that of orderliness and 
cleanliness. I have known store 
managers that lost their position be- 
cause they did not keep the stores 
clean and orderly. 

Third, you will be impressed by 
the positive division of merchandise 
by lines. There is no intermingling 
of lines. Housewares are all in one 
place; farm equipment in another; 
auto accessories all in the same part 
of the store, and dairy supplies in 
one section, etc. 


Arrangement 


Much thought is given to arrang- 
ing merchandise in the store so that 
kindred lines are near each other. 
Consideration is also given to plac- 
ing lines near each other so that the 
salesperson most familiar with the 
merchandise can work in both with- 
out traveling all over the store. 

Granted that some of the better 
hardware stores do departmentize— 
but this is only true of a few. of 
them. Ordinarily merchandise is 
found on one counter or the other, 
without any attempt at grouping for 
the convenience of the buyer. 

Another thing I want you to 
notice and that is, there are no 
empty bins. If the merchandise 
that was on the counter has gone 
out of season, other has been put 
in its place. You do not find fishing 
tackle on display in January. I 
venture I can find some being shown 
in some of the stores represented 
here. 

Chain store displays sell more be- 
cause they show more. Every item, 
whether hardware, sporting goods, 
or what have you, must be out in 
the open. The customer is exposed 
to more merchandise and buys 
more. 

The step-up type of a counter is 
more effective than the flat. Then 
risers, or superstructures as we call 
them, are used to feature hot items. 

(Continued on page 140) 
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, GET ONE OF THESE EVEREDY 
C- 
: | DOOR CLOSERS—ON APPROVAL! 
of e 
P See for yourself, at our expense, that it is the greatest door closer ever made. If 
s you don’t agree that it is what you want for your customers—the easiest, most 
. profitable closer to sell—send it back. We will forward the postage cost to you! 
‘ That’s fair enough, isn’t it? 
f siiilianittaaall re 
|. —_ 
n 
o 
2 
n 
d 
€ 
s | 8 SSeS 
y 
Ce 4 Hi Fare eee : oe ae ae | +42 rane 7 t 
: No. 1100 DOOR CLOSER—RETAILS AT 85¢ EACH 
THESE SALES AIDS 
; SEND NO MONEY MAKE MONEY FOR YOU 
t Write us direct, on your firm letterhead. Tell us your jobber’s name. Everedy Door Closers will be 
advertised this spring to 
We will send you, postpaid, one Everedy Door Closer with the “Double-Jointed” Home Owners all over the 
Door Bracket. Keep it for 30 days. If not entirely satisfied—return at our owas oun Ann 
expense—we pay return postage. BUNTING DIRECT - TO - 
THE EVEREDY COMPA panneneet tae 
MARYLAND - 
t 
e NOZZLE 
a . ° 
“ Welded Seams 
BIG 5” 
. mS GALVANIZED AFTER FABRICATION 
; OPENING A sensational new Sprayer, made with big 5” TANK 
; OPENING, ELECTRICALLY WELDED SEAMS AND 


HOT GALVANIZED AFTER TANK IS MADE. Because 
@ PUMP LIFTS of the large opening, it is easy to clean and solution can 
OUT IN ONE be mixed right in the tank. In galvanizing tank after it 
COMPLETE is formed, a heavier coat of galvanize can be applied, and 
UNIT the galvanize cannot flake off while the tank is in the 
process of manufacture. This tank will withstand a pres- 

sure of 100 pounds. 


®xcron —=—-_Aewr ‘OPEN-HED Sprayer 


RS Se lll 


LOCK 
Consider these features—note the advantages over the 
old fashioned machines. The surprising thing is that 
@ DOUBLE THEY COST LESS THAN THE OLD FASHIONED 
GRIP SPRAYERS. 
PLUNGER New double-action lock makes it easier to operate—Swivel nozzle per- 


mits instant adjustment. Everyone who uses a Sprayer will want an 


OPEN-HED the minute he sees it. 


Write for booklet and prices TO-DAY. If your Jobber cannot sup- 
& SWIVEL ply you, write us NOW for the name of our nearest Jobber. 
NOZZLE LARGE 


COUPLING The E. C. BROWN COMPANY s” TAN 
750 Maple Street, Rochester, N. Y. 


All types of Sprayers from Atomizers to Wheelbarrow Sprayers AND PATENTS PENDING 
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Through DAZEY CHURNS — reason 
enough, too, why no dealer 

JOBBERS who sells churns can afford 
AND to be without a complete line 
DEALERS of DAZEYS. And don’t for- 


ey 
ORDER FROM YOUR 
JOBBER .. . A SIZE 
FOR EVERY NEED 


2 Quart to 10 Gallon Capacity. 
Hand or Electric Operation. 


DAZEY CHURN & MFG. CO. 


4301 Warne Avenue 


Sold Only 


American Hardware Supply Co. Meet 


(Continued from page 84) 


he presented cash and other prizes 
to retail salesmen and dealers who 
won the awards in special selling 
campaigns. In connection § with 
such events he urged dealers to 
more actively encourage the partici- 
pation of their salesmen. Several 
new dealer members were then in- 
troduced. 

MacDonald Witten, associate edi- 
tor, Harpware Ace, New York City, 
discussed severa] methods for in- 
creasing hardware store volume and 
profits. He advocated outside sell- 
ing in particular, and briefly out- 
lined the necessary procedure in 
carrying out a productive outside 
selling program. Dealers were also 
urged to make a written “inventory” 
of their personal characteristics and 
habits with a view to eliminating 
any obstacles which may be block- 
ing their more rapid advancement. 

As a surprise feature of the pro- 
gram, John A. Ditz, a director of 
the company, Ditz & Mooney Hard- 










CHURNS! 
happen. 


ments. 


St. Louis 





SURE I'LL 
RECOMMEND DAZEY 
CHURNS TO MY FRIEND 
— THATS HOW! 

GOT MINE! 


get that the 
power lines into rural com- 
munities has created a wonder- 
ful opportunity for DAZEY 
ELECTRIC CHURNS, both to 
new users and for replace- 


ware Co., Clarion, Pa., then voiced 
a well-phrased appreciation of the 
long and faithful service rendered 
the company by President Scarbor- 
ough, who was presented with a 
luxurious easy chair and smoking 
stand. President Scarborough re- 
sponded with appropriate words of 
thanks. 


Past, Present, Future 


The address of Mr. Stout on “The 
Past, Present and Future,” was the 
outstanding feature of the Monday 
evening program. As is indicated 
by the title of his address, Mr. 
Stout reviewed the past history of 
the company, described its present 
position in a detailed manner, and 
explained tentative plans for the 
company’s further progress. Many 
of the points stressed in his talk 
were made more graphic by com- 
parative and other special charts 
and graphs. Figures presented by 


\ 1s No 
Accident 







HINK of it—practically 90 per cent of all family 
churns sold today by dealers are DAZEY 
Such amazing dominance doesn’t just 
The most powerful and most compre- 
hensive of advertising or selling campaigns cannot 
force acceptance so nearly universal. 
traordinary leadership in sales is possible only 
when equally outstanding leadership in quality has 
been steadfastly maintained for many, many years. 
That and that alone is the basic reason for the 
overwhelming predominance of 


Such ex- 












extension of 


Missouri 
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Mr. Stout showed that the company 
has enjoyed a 35 per cent increase 
in active membership and a sales 
increase of 145 per cent during the 
past three years, and that in its 1935 
operations it turned its inventory, 
on a cost basis, 6-plus times, while 
operating on an overhead expense 
of 10 per cent. It was also pointed 
out that the value of the company’s 
stock has increased 25 per cent 
within the past two years. 

Under a plan explained by Mr. 
Stout, which was later unanimously 
approved by the dealers present, 
the company will discontinue the 
monthly patronage dividends previ- 
ously paid on purchases. Instead, 
under the new plan of operation the 
company will allow the usual 2 per 
cent cash discount for payment 
within 10 days, and will declare its 
dividends to dealers annually. The 
new plan, it is said, will enable the 
company to continue its progress 
through “plowing” back profits, en- 
larging inventory, and enabling it 
to handle a larger volume of sales. 
It is believed that so much will be 
gained through the advantages of 
the new plan that the company ex- 
pects to do a million dollar volume 
this year, and is being budgeted to 
operate with that volume on an ex- 
pense of 8 per cent. 

Another plan proposed and adopt- 
ed was for a revision of the card 
index price system furnished deal- 
ers. This system embraces every 
item handled, and is brought up to 
date weekly. Larger cards, giving 
more complete information, are to 
be provided, with this system con- 
tinuing to be supplemented by a 
large loose-leaf catalog having a 
price card file reference. An ad- 
vertising service for dealers, now in 
the early stages of development by 
the company, was also approved. 

E. A. Hastings, treasurer and as- 
sistant secretary, presented his re- 
port and made an analysis of the 
company’s balance sheet as of Dec. 
31, 1935. He also stated that the 
auditor’s report had been accepted 
by the directors. 

At Tuesday’s business session 
Earle B. Yahn, Yahn-Jones Hard- 
ware Co., Elwood City, Pa., read 
the minutes of the preceding annual 
and semi-annual meetings. Later 
Mr. Yahn reviewed the by-laws of 
the company. 

The following directors were then 
elected: Three-year terms: Charles 
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W. Scarborough, Scarborough & 
Klauss Co., Pittsburgh; F. B. Post, 
Paul & Post, Washington, Pa., and 
John A. Ditz, Ditz & Mooney Hard- 
ware Co., Clarion, Pa. Two-year 
terms: H. M. Kirk, Kirk, Hutton & 
Co., New Castle, Pa.; J. E. Me- 
Geary, Leechburg, Pa., and Geo. C. 
Brown, Punxsutawney Hardware 
Co., Punxsutawney, Pa. One-year 
terms: J. M. Scott, W. M. Scott & 
Co., Carnegie, Pa.; J. R. Andrews, 
Adamsville, Pa., and S. M. Wylie, 
Wylie Bros., Inc., Elizabeth, Pa. 

A motion was made and passed 
to again hold a semi-annual meeting 
of one or two days’ duration in 
July. The general meeting was then 
adjourned and in executive session 
the board elected the following of- 
ficers: President, Charles W. Scar- 
borough; vice-president, F. B. Post; 
secretary and assistant treasurer, 
J. M. Scott; general manager, Wil- 
liam M. Stout, and treasurer and 
assistant secretary, E. A. Hastings. 


Increased Sales of 
Washers Forecast 
for 1936 


(Continued from page 52) 


1936 was analyzed from the 
standpoint of its positive and 
qualified nature; that is, those 
who were sure they would buy 
and those who hoped to be able 
to purchase were separately ana- 
lyzed. This 30 per cent total buy- 
ing intent breaks down into 25.4 
per cent positive and 4.6 per cent 
qualified. Heretofore, each of our 
previous surveys of this kind has 
shown the qualified and positive 
intent evenly balanced, while, for 
1936, better than 88 per cent of 
it is positive in nature. This in- 
dicates that buyers are on the 
march and that a degree of con- 
fidence and security in future em- 
ployment is creating a more de- 
termined buying interest in 1936. 

(3) Comparing the total buy- 
ing intent for washers with other 
major appliances, as measured by 
this study, it is indicated that 
washers are in a favorable posi- 
tion. For example, buying intent 
for refrigerators was 49.4 per 
cent, kitchen ranges 37.7 per cent. 
oil burners 32.1 per cent, ironers 
40.3 per cent. 

(4) Assuming that this buying 
intent can be applied soundly 
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hat EXTRA sale 


Over and above your regular tool sales, there is many an 
“extra” sale to be made by displaying neatly boxed sets of 
Millers Falls Steel Letters and Figures in a prominent place on 
your counter. Their usefulness provides the customer interest. 
Their obvious high quality needs no sales-talk. Millers Falls 
Steel Letters and Figures are of finest steel, their faces ac- 
curately formed and sharply cut. They are made for that long- 
lasting satisfaction that you want every tool you sell to produce. 


Every carpenter and machinist—even the ‘“home-workman” 
who lends his tools—are prospects for a set of these identifica- 
tion dies. Gain these “extra’’ profits by adding Millers Falls 
Steel Letters and Figures to your line. Available in two types— 
guaranteed Hand Cut Gothic Face for general industrial use— 
Machine Cut Gothic Face, in lower price range for general, all- 
round use. Write for Catalog and special information today. 


MILLERS FALLS COMPANY 
Greenfield Massachusetts 
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Mr. 
RETAILER :- 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country’s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 

—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 










—with most 


of the sales- 
resisting angles 


eliminated; 














against the 6,541,000 units pur. 
chased prior to 1930, it indicates 
that 1,962,000 women are inter- 
ested in replacing their old washer 
in 1936. Compared to 1935 vol- 
ume totals, this assumption indi- 
cates that 77 per cent more women 
will be interested in buying in 
1936 than were sold last year 
The question is whether the indus- 
try will reshape its distributive 
methods, renew its emphasis on 
outside selling and adopt the ag. 
gressive promotion required to 
reach more people and persuade 
them more forcefully of the ad- 
vantages of owning latest model 
washers. This is the estimate of 
potential interest and it remains 
to be seen how much of it will be 
capitalized. 


1936 a Good Year 


It is indicated that dealers be- 
lieve 1936 will be an unusually 
good year, for, when asked to de- 
clare their opinion as to the 1936 
outlook compared with 1935, 82.1 
per cent reported that it would be 
good, 16.7 per cent fair, only 1.2 
per cent poor. Another real sales 
increase in total unit volume and. 
I believe, a proportionately larger 
increase in total retail dollar vol. 
ume can be expected in 1936. 
Certainly, it is a good year to put 
on even more sales pressure than 
heretofore. 

While electric washer volume 
gained 8.5 per cent in 1935, com- 
pared with the year before, vol- 


ume in gas-driven washers in- 
creased 52.2 per cent, from 
119,147 units in 1934 to 180,832 
units in 1935. This reflects im- 
proved farm conditions. Of course. 
since the Supreme Court ruling 
declaring A.A.A. unconstitutional. 
the effect of this upon farm con- 
ditions cannot be measured, but 
even though it should somewhat 
retard washer volume, it affects 
only 13.8 per cent of the total 
washer market and we should not 
neglect to place against that the 
encouraging factor of a remark- 
able increase in rural electrifica- 
tion. 


Farms Wired 


At present, not less than 1,200,- 
000 American farms are either 
wired for electricity or can quick- 
ly secure such service by simply 
calling up the electric light com- 
pany in the nearest town. This is 
quite an increase over the mere 
177,000 that were electrified in 
1923. With nationalization of liv- 
ing habits, occasioned by maga. 
zine advertising and the greater 
amount of time which everyone 
has had to study it during depres- 
sion years, the housewife on the 
farm has become modern in her 
desires and appreciates most the 
improvement of her home life 
rather than dissipation of it in 
ostentatious fashion. Thus she 
wants a new electric refrigerator 
and radio which, in themselves. 
are stimulating a sweeping desire 
for rural electrification so that. 
owning a gas-motored washer. 
there is an increasing opportu- 
nity to replace it with an electric 
washer. 

It is interesting to know the 
factors which these 7392 women 
declared would most control their 
buying decision in 1936. They 
are: 


Cleansing . 15.5% 
Durability . 14.2% 
Convenience ....... 11.3% 
Speed . 11.6% 
Easy on clothes..... 9.9% 
Use saving ........ 9.0% 
Reputation of maker. 7.0% 
Safety features ..... 6.3% 
ee ener 4.0% 
Dealer reputation ... 3.8% 
All other reasons.... 7.2% 
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THIS WRENCH 
WON'T FLY! 


It’s the Improved Stillson 
by Ridge Tool Co. and 
no workman ever 


felt like chucking 
it flying out 















the window. 


Wood Handles 
6” to 14” 


Steel Handles 
” to 48” 


Wb bps husky jaws of 
this Improved Still- 
son take hold of a pipe 
and “stay with it.” There 
is no slipping or skidding to 
make a guy bark his knuckles 
against a bench or a brick wall. 
There is no old-fashioned flat spring 
on it to snap at just the wrong moment 
and puncture a hand. 


This new Stillson, Improved by Ridge, 
has music wire, cone coil, safety springs 
sheltered away inside the rugged hous- 
ing. As a result the handle, having no 
pin hole to hold the spring, is extra 
strong. It is of heat-treated tool steel 
and so are the jaws. The frame is of 
heat-treated alloy and the adjusting 
nut is also heat-treated. 


There is a useful, accurate pipe scale 
on the hook jaw. The wrench over all 
has swell balance and it’s practically 
unbreakable. 


All parts of this new Improved Stillson 
are interchangeable with any other 
Stillson. 


A Stillson wrench is a steady sales 
item. The improvements of this new 
Improved Stillson give it new salabil- 
ity. If your jobber by any chance 
can’t supply you, write us direct. 


Dopo 
— gy RIDOE 


THE RIDGE TOOL COMPANY, Elyria, Ohio, U.S.A. 
Manufacturers of RIDGID Pipe Tools 
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BLUE nIBBOR 







e FAST SELLERS 


e BIG PROFIT 
MARGIN 


e BEST QUALITY 


e A SIZE FOR 
EVERY SHOE 


Don’t pass up the money 
making opportunities Blue 
Ribbon Soles offer. Here is a fast mov- 
ing item that pays a large profit. 


Blue Ribbon Rubber Soles are 
easily attached by the customer. Sim- 
ply spread on the Blue Ribbon Rub- 
ber Cement that comes with each pair 
of soles, then stick on the soles. The 
Rubber Cement holds the sole secure- 
ly to the shoe. Blue Ribbon Soles 
stay on for many months and outwear 
any other sole. 


There are six sizes—3 for men, 3 
for women and children. These six 
sizes fit every size shoe. Get our at- J 
tractive prices on Blue Ribbon Soles 
at once. No. 400 No, 22% 


The “DAISY” Line 


OFFERS NEW PROFIT OPPORTUNITIES 


Besides stick-on Rubber Soles, the big Daisy line of Household 
Rubber Goods consists of rubber heels, bath plugs, sink stoppers, 
faucet washers, rubber tubing, bath sprays, furniture casters of 
all kinds and a hundred 
other money making items 
sold in Hardware Stores. 
Write at once for our beau- 
tiful new Catalog No. 100. 
It brings, in natural colors, 
pictures and listings of the 
best sellers. Every Hard- 
ware Store owner will find 
in it many long-profit, quick 
selling items that should be 
in stock at all times. 

Simply “fill out the coupon 
below or mail us a postcard 


CATALOG 
100 or letter for a Free Copy 
of Daisy Catalog No. 100. 


SCHACHT RUBBER MFG. CO. 
HUNTINGTON INDIANA 
Factories at Huntington and Noblesville, Ind. 


on 


Schacht Rubber Mfg. Co., 
Huntington, Ind. 








SEND 
THIS 
COUPON 


FOR 


















Send us your new Daisy Catalog No. 100, 
free and postpaid. 








Indiana Convention Report 


(Continued from page 92) 


insurance acts now are National law 
no attempt will be made to commit 
this association either in favor of or 
in opposition to them. However. 
since by reason of the permanent 
nature of the employment of hard- 
ware salesmen and the comparative 
high wages paid them, less need ex- 
ists for such benefits, we urge on 
our State law makers the wisdom of 
abiding by the provisions in the Na- 
tional enactment exempting employ- 
ers of eight or fewer persons from 
the provisions of the law in any 
contemplated legislation.” 


a en i 





.FOR 1936 


THE WORLD’S 
LARGEST-SELLING 
INSECT SPRAY 


There’s a new reason why more 
people will buy FL Yded Liquid 
Spray than any other kind. 
We've given it a new odor— 
not a cloying perfume that tries 
to cover up—but a clean, fresh 
odor. National advertising is 
telling your 
customers 
about it. 
They’Illikeit 
—ask for it! 








. GREATER PROFITS 






Fd made in two 
smaller sizes 
—15cand 10c. 


Made by MIDWAY CHEMICAL COMPANY, Chicago 
—also makers of FLYded Insect Powder 


The association also adopted a 
resolution as standing firmly 
against the passage of bills bringing 
into effect a thirty-hour work week. 
The resolution mentioned  specifi- 
cally the Walsh government control 
bill, the O’Mahoney licensing bill 
and the Black bill. 

After the reports of the various 
committees were presented, the fol- 
lowing officers were elected: Frank 
P. Duncan, Gosport, president, and 
Karl L. Fenger, New Albany, vice 
president. Members of the Execu- 


tive Board: Robert Kelley, Wina- 









You'll like the way FLYded 
will sell. Because it costs less, 
you sell more. Your turnover 
is faster, your profits greater. 
Get ready for spring and sum- 
mer business. Order now from 
your jobber. Pint retails at 

25c. FLYded 

Spray is also 





THE WORLD’S LARGEST-SELLING INSECTICIDES 








Kendalville, 
Indianapolis. 
Members of the Advisory Board: 
Ralph O. David, Logansport, and A. 
S. Gronemeier, Mt. Vernon, both of 


Carl A. Miller, 
Ulrich, 


mac ; 


and Paul 


the latter being past presidents. 
G. F. Sheely was reappointed man- 
aging director. 


Mountain States 
Convention 


(Continued from page 94) 


time that notes should come due is 


wrong. 
The proper handling of a spe- 
cialty sale, said Mr. Nicholls, 


whether of a hardware or strictly 
farm machinery item, began by go- 
ing over with the farmer all his 
different sources of probable in- 
come, they allowed for other ex- 
penditures, and finally arrived at 
a program of payments based not 
on time of year, but on ability to 
pay. Such a plan would improve 
collections, free cash for other use, 
and actually improve sales. 

S. I. Fredregill, Sterling, Colo., 
handled an interesting “Question 
Box” period. Novelty entertain- 
ment numbers, arranged by former 
president Otto L. Schumann, Den- 
ver, enlivened the sessions. The 
annual H. I. P. Club banquet and 
entertainment was attended by over 
600, the largest attendance in many 
years. The Hardware and Imple- 
ment Quartet, composed of Messrs. 
Hill, Ferguson and the Turner 
brothers, sang at sessions. 

A popular convention feature was 
the inauguration of the Mountain 
States 25-year club. John W. Val- 
entine, Boulder, Colo., twice a 
president and one of the associa- 
tion veterans, presented certificates, 
while blue ribbons were pinned to 
lapels. Twenty-six members were 
announced, and more than half of 
these were present. 

James E. Ward, Monte Vista, in- 
troduced new members to the con- 
vention. President E. J. Sinn, 
Sheridan, Wyo., conducted the pro- 
gram with dispatch, and there was 
zest to every feature. 

The auditing committee, made up 
of D. S. Nevius, Lamar, George 
Allen, Steamboat Springs, and 
Clarence R. Clark, Denver, reported 
a financial gain for the year. Dean 
R. Kendall, La Junta, was chair- 
man; Alva Glassburn, Craig, and 
J. R. Lowell, Colorado Springs, 
other members of the hardware 
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THE WORLD’S GREATEST HAMMER 


THE 
CHENEY NAILER 


THE HAMMER THAT HOLDS THE NAIL 





T has every feature of all other hammers 
and in addition something no other 
hammer has, regardless of price—the nail 
holding device, which strongly appeals to 
every professional and amateur mechanic. 
Selling at the same price as other good 
hammers, the Cheney Nailer will quickly 
lead the way to increased hammer sales in 
your store. Send your order for a carton 
of Cheney Nailers today and also order the 
Cheney Nailer Sales Maker, the most 
active sales-demonstrator you ever had in 
your store. It turns tryers into buyers. 


A FULL LINE OF HAMMERS 


HENRY CHENEY HAMMER CORP. 


FACTORY 
LITTLE FALLS, N. Y. 


SALES OFFICE 
302 BROADWAY — NEW YORK, N. Y. 




























































































LE PAGE’S 
WINNER 
OFFER 


Real Casein 














SALES 





POPULAR 


PRODUCER 





. For 








No Heating Wood-jointing 
Great Strength Veneering 
Moisture- and 
Resisting Manual Training 
Le Page's Winner Offer 80% Profit on Cost 
; You get a real selling aid with this offer—an "eye- 
12 only II, o7. 10c size COST teasing" display in striking colors and design, that 
bonly 4002. 25c vest $3.00 acts as a quiet sales producer. The hardware trade 
3only 8 07. 40c — ' is cashing in on the trend for casein glue. That's 
lonly 16 07. 65¢ size why LePage’s makes this inviting offer on Winners. 
FREE SELLS Your jobber will supply you—ask him today! 
2only 4072. 25c size F 
lonly 8 oz. 40c size OR RUSSIA CEMENT CO. 
25 Folders— Display Card $5.45 GLOUCESTER, MASS. 
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mCHECKS ABRASION— 





DOES NOT COLLECT 
GRITTY DIRT 


m CHECKS FRICTIONAL 


RESISTANCE — PROVIDES 
LONG-LASTING LUBRICATION 


m CHECKS HARMFUL RUST— 


KEEPS WORKING PARTS 
CLEAN AND BRIGHT 


3-in-One Oil appeals instantly to 
all customers. It has something— 
special blending from three oils to 
assure triple protection. This 
famous oil checks wear, minimizes 
friction, stops rust. And when you 
check your cash slips, you'll find 
3-in-One sending sales up! One and 
3-0z. spout cans; 1, 3 and 8-oz. 
bottles. Displays sent free. 


ORDER FROM YOUR WHOLESALER 


For free displays, write 


THE A. S. BOYLE CO. (INC.) 


Cincinnati, Ohio 











118 





resolutions committee. Karl W. 
Farr, Greeley, Charles Montandon, 
Brighton, and J. F. Gordon, Colo- 
rado Springs, comprised the imple- 
ment resolutions committee. R. L. 
Patterson, Fort Morgan, Colo., 
headed the nominating committee, 
other members of which were J. L. 
Tagert, Meeker, and B. F. Early, 
Laramie. 

Officers elected were William S. 
Hill, Standard Mercantile Co., Fort 
Collins, Colo., president; John B. 
Valentine, Boulder, Colo., first vice- 
president; Mark R. Schmidt, Grand 


Junction, Colo., second vice-presi- 
dent; Alva Glassburn, Craig, di- 
rector for one year; Clarence R. 
Clark, Denver, Colo., and Ed Ro- 
mine, Schulte Hardware Co., Cas- 
per, Wyo., directors for three years. 
The board of directors reappointed 
John T. Bartlett, Boulder, Colo., 
secretary-treaturer. 

Entertainment features of the 
convention were in the hands of the 
H. I. P. Club, of which Win Sale, 
Mountain States representative of 
the National Lead Co., was presi- 
dent. 





Danger of Direct Buying 


(Continued from page 67) 


They will set up their clerk-man- 
ager as an independent retailer 
and add the 10 per cent or more, 
to the delivered cost of their 
goods. 

Many of the other store man- 
agers, not being in a position to 
acquire a store of their own, may 
still follow their “direct buying” 
training and habits, even if they 
must eventually organize cooper- 
ative groups among the consum- 
ers, and therein lies a new danger 
signal. 

Even now, over one billion dol- 
lars worth of merchandise is dis- 
tributed annually through coop- 
erative consumer groups. The 
largest number of these groups 
is, of course, among the rural 
farm trade on heavy merchandise. 

On December 11, 1935, I re- 
ceived a letter from the president 
of the Elkhart Business College, 
expressing concern about the 
many economic changes in the 
minds of young people, and says 
in part, “I wonder what would 
happen to our economic structure 
if the public would go direct to 
the producer for supplies and 
eliminate the retailer, as some re- 
tailers have recently eliminated 
wholesalers?” 

Obviously, should this cooper- 
ative movement spread to 50 per 
cent of all commodities produced 
in America, it would become a 
“one time prime cost” distribut- 
ing system, resulting in a com- 
mercial catastrophe of greater 
widespread unemployment and 
cause the vacating of thousands 
of retail store buildings, which 


could no longer remain as tax- 
paying property. 

Yet, with a further curtailment 
of direct buying, as was re- 
flected by the improvement in 
general business conditions dur- 
ing 1935, and by a determined 
effort to support the wholesale 
“three times prime cost” distrib- 
uting system, which faithfully 
served this nation for 100 years 
before 1920, America should come 
out of this depression and into a 
new period of prosperity by the 
autumn of 1938, or two years 
after the approaching presiden- 
tial election. 

I know of one sound method to 
prevent further elimination of our 
population, and likewise bring na- 
tional income back to normal. 
Here it is. 

Every sales representative en- 
tering your store to sell you a bill 
of goods “direct” from the fac- 
tory or producer under the theory 

. remember I said under the 
theory, that you can “buy that 
way for less,” and thereby “sell 
for less,” give him your order if 
you need the goods, and then 
write on that order, “This mer- 
chandise to be delivered or billed 
at net prices quoted, through our 
favorite wholesaler.” 

If you fail to do that, then who 
shall we blame for prolonging the 
depression, and how will you 
eliminate the danger of direct 
buying? 

Note: Figures used in this 
article are given in “round” num- 
bers instead of actual dollars and 
cents to simplify the information. 
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STOVE BOLTS AND 
MACHINE SCREWS 


Uou can be sure your customer will 
be pleased when you supply him with 
Eagle Stove Bolts or Machine Screws. 


Reasons are four—and more, but the 
four are these: 


1. Carefully selected material. 

2. Accurate Workmanship. 

3. Especially Clean Threads and 
Slots. 

4. Excellent Packing. 


Stock these superior Eagle products for 
profit and satisfaction. 
eee 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


E) 
EAGLE IOCK CO. 


26 Warren Street - ew York 


Branch Offices: 
521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 


Works at Terryville, Conn. 
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FULL PROFIT 


Every Month in the Year 


Nourish Your Business 
with these 


“Bread & Butter” Items 
Peerless Folding Furniture 


Here’s a line for Hardware dealers that recognizes all sea- 
sons. Highly profitable specialties as well as staple items 
which keep sales humming. Peerless Folding Furniture in- 
cludes not only camp and other outing furniture, but the 
colorful chairs of different types for lawn, porch, veranda, 
studio, beach and boat, and also our all-wood folding chair 
for assemblies, Juvenile Furniture, etc. Here are just a few 
of the varieties! Get our catalog to learn our complete line! 


Sell This Low Priced Item 


Here’s u unique number—our No. 90 
Chair, light yet strong, with durable 
reinforced seat. For added comfort. 
front is 16 in. high while back is 13 
in. Chair, 24 in. wide over all, 30 in. 
high, seat 16x16 in. This chair folds 
to 32x5x24 in. See page 13 of our 
catalog, or let us send samples. 





No. 95 Chair is the same as No. 90 
except a rocker chair. Folds to 35x7x 
24%in. 





Push Camp Furniture 


Take advantage of the big touring, 
camping and outdoor season just ahead. 
Che Peerless Folding Furniture is 
made with convenience, hard usage 
and strength in mind. Get a line on 
our cots and pads, stools, chairs, 
tables, beach backs, covers, paulins, 
cte. 

And consider our No. 35 Chair that 
folds two ways and weights only fif- 
teen pounds Varnished wood; double 
filled duck cover. 


Something New for Fishing! 





Tucker’s 
“FISH-N-FLOAT” 


Nationally Advertised 


Sell this unusual device to fishermen. Then they can wade in deepest 
water and catch big fellows lurking in otherwise inaccessible places. 
The FISH-N-FLOAT holds regular 6.00x16 inner tube. Comes with 
tube permanently installed or with zipper on cover for easy removal. 
One may furnish his Gwn tube. Weighs only 4 pounds complete. Straps 
attached for carrying on shoulders when out of use. Free folders for 
distribution. Write or wire for complete details. 


IF your interest is IN TENTS, write for Tent Literature 
Send for our 1936 catalog! 


Samples of above products sent responsible firms 
—to be returned or kept as part of order. 





TUCKER DUCK 


& RUBBER CO. 


Brae 0-19 | Fort Smith, Arkansas 
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I tee For the hubing 


We'll gladly send SAMPLES OF 
POLLYWADS Polishing Papers to 
prove how downright good they are. 
They quickly put a beautiful polish 
on Silver, Brass, Chromium, Alu- 
minum, Copper, Nickel, Pewter, etc. 
—They thoroughly polish—not part- 
ly—in fact 


Clean and Polish ALL Metals 


like new. Wonderful for Glass. 
Chemically treated. Contain no 
harmful _ ingredients. Will not 
scratch delicate plating. Put up 
ten convenient size papers in at- 
tention compelling cellophane 
wrapped Red and Blue package to 
retail like “sixty” at ten cents and 
net you a “sweet” profit. Packed 24 
packages in Display Carton. 


Write for FREE Samples and our 
Sales Promotional Plan No. 
Using DEMONSTRATIONS. 


PADCO, INC., 342 mapison ave., N.Y. 








make them sturdier... 


D. P. HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLDG., NEW YORK, N.Y. 
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CONVENTION CALENDAR 





Connecticut Hardware Associa- 
tion Annual Convention, Hotel Bond, 
Hartford, Conn., March 4 and 5, 


1936. Charles F. Freeman, secre- 
tary, Branford, Conn. 


Hall Hardware Company’s Thirty- 
third Annual Stockholders’ Meeting. 
Convention, and Exhibit. Minne- 
apolis, Minn., Feb. 18 to 20 inclu- 
sive, 1936. Business sessions and 
exhibition: The company’s _build- 
ing, 6th to 7th Ave. No. on Third 
St. G. E. Hall, president and man- 
ager. 


Missouri Retail Hardware Asso- 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters. 
exhibition, and sessions, New Jef- 
ferson Hotel. F. X. Becherer, sec- 
retary, 2861 Gravois Ave., St. Louis. 


Montana Implement and Hard- 
ware Association Annual Conven- 
tion, Butte, Mont., Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan Hotel. R. M. 
O’Hearn, secretary, Bozeman, Mont. 


National Retail Hardware Asso- 
ciation Thirty-seventh Annual Con- 
gress, Hotel Chalfonte-Haddon Hall, 
Atlantic City, N. J., July 20 to 23 
inclusive, 1936. H. P. Sheets, man- 
aging director, 130 East Washing- 
ton Bldg., Indianapolis, Ind. 


New England, Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos- 
ton, Mass., March 11 to 13 inclusive. 
1936. G. C. Small, secretary, 140 
Federal St., Boston, Mass. 


Ohio Hardware Association 44th 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in- 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk- 
lin, secretary, 175 S. High St., 
Columbus, Ohio. 


Pennsylvania and Atlantic Sea- 
board Hardware Association Annual 
Convention and Exhibition, Ballti- 
more, Md., Feb. 24 to 28 inclusive, 
1936. Sessions and exhibition: 5th 
Regiment Armory. Hotel Headquar- 
ters and Entertainment: Lord Balti- 
more Hotel. W. Glenn Pearce, 


managing director, 400 N. Broad 
St., Philadelphia, Pa. 


Southern Hardware Jobbers’ As- 
sociation Forty-sixth Annual Con- 
vention, jointly held with the 
American Hardware Manufacturers’ 
Association Seventy-second Semi- 
Annual Convention, Memphis, Tenn., 
April 20 to 23 inclusive, 1936. Sec- 
retary Manufacturers’ Association: 
Chas. F. Rockwell, 342 Madison 
Ave., New York City. Secretary 
Jobbers’ Association: T. W. McAl- 
lister, 1020 Grant Bldg., Atlanta, 
Ga. 


Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim- 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 


Triple Convention of the South- 
ern Supply and Machinery Distrib- 
utors’ Assn., the American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery. Distributors’ Assn., Hotel 
Ambassador, Atlantic City, N. J. 
May 11 to 13, inclusive, 1936. Sec- 
retary, National Association: H. R. 
Rinehart, 505 Arch St., Philadel- 
phia, Pa. Secretary, American As- 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co., 
Richmond, Va. 


The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., June 9 to 11 in- 
clusive, 1936. Headquarters and ses- 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 


The Retail Hardware Association 
of Alabama, Inc., Annual Conven- 
tion and Exhibit, Mobile, Ala., May 
5 to 7 inclusive, 1936. Headquarters, 
sessions, and exhibit: Battle House. 
J. H. Crowe, secretary, 410 N. 
Twenty-first St., Birmingham, Ala. 


Virginia Retail Hardware Asso- 
ciation Annual Convention, Rich- 
mond, Va., Feb. 25 and 26, 1936. 
Headquarters and sessions: John 
Marshall Hotel. Thomas B. Howell, 
secretary, 602 E. Broad St., Rich- 
mond, Va. 
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IMPORTANT PRICE REDUCTION 
ON MICKLIN CORNERS 


Micklin Corners prices have been reduced from 20 to 
33 1/3 per cent! Because of their superior design and 
high quality, Micklin Corners have always sold at a 
premium of 5¢ per set... the retail price of Dual 
Corners being 25¢ and Single Corners 15¢ per set. 


Now, due to increased distribution, we have reduced 
the retail price of Dual Corners to 20¢ per set and 
Single Corners to 10¢ per set. 


Take advantage of these new low prices and use 
Micklin Corners as a leader for your spring screen 
trade. Place your order with your jobber today. If he 
cannot supply you, write us for prices, sales helps, 
and advertising. 


MICKLIN MFG. CO. 


19th and Nicholas Sts. 
OMAHA, NEBR. 
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fo —— o fi table Sander Rentals 
DREADNAUGHT SANDER STANDS ALONE , 


3600 dealers say the DREADNAUGHT can't be beat for sander rental service. 

No sander of other make anywhere near its weight, size or cost, begins to approach D rea d nau g& h u 
DREADNAUGHT for efficiency or dependability. This is not a mere claim — L 

IT IS A FACT — backed by the experience of 3600 dealers who KNOW WHAT eads on 
THEY ARE TALKING ABOUT 


° IN LOOKS just compare the DREAD- e IN DEPENDABILITY A L L 


NAUGHT for looks. [It’s as trim and graceful from all practical considerations DREAD- 

































as a modern vacuum cleaner. Its appearance NAUGHT is TROUBLE-PROOF. It can take f 
invites even the most inexperienced to use it. ee een, coe —— C ounts. 
And thousands have done so, with outstand- ture have gone into developing DREAD- 


ing success. NAUGHT. It’s unquestionably the most 
DEPENDABLE Sander on the market, bar 
none. 


° IN PERFORMANCE e 

IN PROFITABLE 
the DREADNAUGHT leads them all. 400 to 
1500 sq. ft. of old varnished floor, or from RENTABILITY your customers pre- 
1100 to 2500 sq. ft. of new flooring can be fer DREADNAUGHT because they can see at 
sanded perfectly in 8 hours. And it’s so easy 4 glance it ae, Si erate. Ly . on 





developed DREA GHT REN 
> eros Paper can be changed in a jiffy. is complete in every detail. Does Wr of the 
ushes are instantly accessible without dis- selling for you. Makes your paint department 
assembly. Pistol grip with trigger switch and 100% and pr Increases fin- 
universal position handle give instant, positive, ishing material ones many times over. WRITE 
convenient contro! at all times. FOR COMPLETE INFORMATION. 


Easily Portable 
Weighs Only 
46 Ibs. 


DREADNAUGHT SANDERS 
Clarke Sanding Machine Co., Dept. HA-236, Muskegon, Mich. 


3600 DEALERS ENDORSE DREADNAUGHT 








AS THE MOST PRACTICAL AND DEPENDABLE OF ALL RENTAL SANDERS 
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Better Ad Layouts 


(Continued from page 65) 


tisement is attractive and appeal- 
ing to the eye, an underlying 
geometrical design is evident. 

While there are a large number 
of such designs, ranging from sim- 
ple squares to polyhedrons, the 
more complicated figures may well 
be eliminated and our system of 
layout design held to the simplic- 
ity which marks it throughout. We 
shall use but three figures: the 
triangle, the rectangle, and the cir- 
cle—and combinations of these. 

In preparing his advertisements, 
the reader is asked to put aside 
temporarily the difficulties of bal- 
ance, unity, emphasis, psychology, 
atmosphere, and the other elements 
of effective display, and to con- 
centrate his attention and ingenuity 
in the construction of interesting 
and attractive geometrical patterns 
w-thin his advertising space. Many 
a design unconsciously sketched 
upon a pad by the business man 
absorbed in a telephone conversa- 
tion could be built into a highly 
successful advertisement. 

The reader should simply (Rule 
1) sketch with a pencil a basic de- 
sign that of itself is attractive, 
whether the des gn take the form 
of one of the three figures previous- 
ly mentioned, or combinations of 
them. As to what constitutes at- 
tractiveness, little need be said. 
The eye will instinctively discard 
some patterns as unpleasing, and 
just as instinctively’accept others. 
Advertsing knowledge is not re- 
quired, an understanding of the 
laws of composition is of little im- 
portance: the eye may be relied 
upon to judge the attractiveness of 
the design so long as it is not dis- 
tracted by type, illustrations, and 
so on, but confines itself solely to 
geometrical pattern. 

When an attractive design has 
been secured, the construction of 
the advertisement itself will follow 
as a matter of course. Balance, 
unity, and other display elements 
will automatically take care of 
themselves, and the advertiser may 
build with the assurance that his 
completed advertisement will lack 
none of the necessary display fea- 
tures, that it will achieve the pur- 
pose for which it is intended. 


The Triangle 


Assuming that the reader elects 
to use the triangle, it will at once 
be seen that there are hundreds of 
combinations of this single geomet- 
rical form which may be placed 
within the advertising space. Long, 
slender triangles; fat, chunky tri- 
angles; large ones; small ones— 
the variety is limitless. The shape 
of the triangle used, or the degree 
of acuteness or obtuseness of the 
angles formed by the junction of 
the lines which make the sides of 
the triangles, have little to do w‘th 
the matter—the question involved 
is solely that of using the figures to 
fill the advertisement space with 
an attractive design, just as a child 
at kindergarten would do. 


In the accompanying illustra- 
tions are shown three combinations 
of tr'angles which demonstrate the 
use of the geometrical method of 
layout design. In Fig. 1 we have 
two triangles superimposed one 
upon the other to form an elon- 
gated hexogram. The mythical Mr. 
Harper who arranged this design 
liked that particular geometrical 
form and used it to fill the space of 
the advertisement he was prepar- 
ing, as suggested in Rule 1. Now 
let us see how this skeleton is used 
to bu'ld the completed advertise- 
ment. 

First, it should be noted that, 
while the design is equidistant 
from the sides of this three 
column by 10 inches advertise- 
ment, it is not true with regard to 
the top and bottom. (Rule 2) In 
preparing the geometrical design 
it should invariably be placed 
above the middle of the advertise- 
menit—that is, closer to the top 
than to the bottom. 

The reason for this is that the 
practice assists in obtaining an 
advert’sement well balanced verti- 
cally. The theoretical center of 
balance should be slightly above 
the center of the advertisement, and 
while the upper part of the adver- 
tisement may often be accented by 
the use of larger type or illustra- 
tions, even when the design itself is 
too low, it is much better to place 
the design properly to begin with 
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BILL AND SAM LEARN HOW TO GET VOLUME 
AND TURNOVER ON POLISH 











BILL | WAS JUST CHECKING OUR 
STOCK OF FURNITURE POLISH. IT'S A 
wow/ HOW DID WE EVER GET ALL 
THAT STUFF? WERE CARRYING FOUR 
DIFFERENT 


BRANDS! { “is my FAULT, SAM. THE DEALS 


SOUNDED GOOD, BUT THE DARN- 
ED STUFF, DOESNT SELL, 1M 
CURED. LETS STICK TO A NATION- 
AL BRAND OUR 
CUSTOMERS KNOW, 
O-CEDAR IS THE ONLY 
POLISH WOMEN ASK 

FOR ANYWAY / 


| WANT ANOTHER BOTTLE OF O-CEDAR 
FURNITURE POLISH - YOU KNOW WEVE ALWAYS 
USED O-CEDAR POLISH AND MOPS IN OUR 
HOME, WE WOULDNT —_— OF USING 
ANY OTHER / 


THEYRE FINE PRODUCTS 
MADAM—AND WE FIND 
O-CEDAR A GREAT COMPANY 
TO DEAL 
WITH, TOO/ 





I'M NOT AN UNKNOWN 
POLISH YOUR CUSTOMERS 
NEVER HEARD OF — IM 
O-CEDAR, THE WORLD'S 
FASTEST SELLING FURNITURE 


POLISH. IM A PROFIT-MAKER 
FOR YOU AND DONT FORGET-1M 
NATIONALLY ADVERTISED TOO! 





POLISH, MOPS AND WAX 
Household favorites for 28 years throughout the civilized world 
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ABOVE 


Everhot Automatic Roaster-—— 
Complete with thermostat, sig- 
nal light, thermometer, chro- 
mium heat reflector cover. 
Stain-proof body finish. Fully 
equipped with utensils. 


RIGHT 


Everhot Buffeteria—Chromi- 
um-plated deck equipped with 
two removable red lined 
vitreous enameled pots, each 
of 2 quarts capacity and each 
having chromium plated 
covers. 


EVERHOT noasrer » saxer 
THE MORE USEFUL ROASTER 


Sell the new Everhot Automatic Roaster and the Everhot Buf- 
feteria.... The Buffeteria transforms the roaster into an 
attractive buffet server which keeps cooked food hot and tasty. 
This Everhot double use should double your roaster sales. And 
every Buffeteria sold with a roaster means extra profit... . 
The electric roaster is, itself, salable the year ’round—women 
use it winter and summer. Cooks complete meal—roast, po- 
tatoes, vegetables—in one operation; saves on food, effort, time 
and fuel. ... Our imitation food display makes the Everhot 
easy to sell. Remember, every prospect for an oven roaster is 
also a prospect for the Everhot. And every prospect for a 
casserole is a prospect for both the roaster and the Buffeteria. 
Sell Everhot to increase your year-’round profits. 


ASK YOUR HARDWARE OR ELECTRICAL JOBBER 


YOUR STORE CAN BE 


CANNING 
HEADQUARTERS 


The modernized Conservo Steam Canner is 
designed to increase efficiency in canning 

—reduces time, trouble and expense; 
works efficiently over any kind of stove. 
. . .. Write now for information on our 
canning contest. This effective merchan- 
dising plan will enable you to bring an 
enormous volume of business on all can- 
ning equipment to your own store—an 
easy, practical way to reach a new peak 
in profits. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO, U. S. A. 














123 





THATS THE LINE 


et jth 





The continued strides of the Esico tron in the 
industrial fields have proven to be a gold mine for 
the progressive retailer. 

A quality product plus consistent advertising will 
Guarantee you a handsome profit. 

Write today for the full details regarding Esico 
sales promotional plans, with which the handsome 
Ar trimmed 


chrome display panel is supplied FREE. 
sizoraic SOLDERING IRON CO., INC. 
M2 W. 14th Street New York, N. Y. 

















ARMSTRONG 


Tools for Home Workshops 


ACE 
Lathe Sets 





3 Turning Tools 

2 Cutting-off Tools 
Knurling Tool 
Boring Tool 
Threading Tool 
with High Speed 
Stee! Cutters and 


Does Every Lathe Blades, and 


a Wrenches in Fit- 
Operation ted Steel Case. 
The ACE Set provides the proper tool for 
every metal-cutting lathe operation. De- 
signed and manufactured by ARMSTRONG, 
makers of the lathe tools used in over 96% 
of the machine shops and industrial plants, 
ACE Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to meet all competition. 

Sold by hardware stores 
a . an 
n the the Set — 
Priced to TOOLS can make _ you 
meet all ‘“Homecraft Headquarters” 
in your community. Display 
competition them prominently. Invite 
comparison. They will sell 
themselves and your store. 

Write for Counter Circulars 

ARMSTRONG BROS. TOOL co. 
“The Tool Holder P. 

814 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette Street 
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and thus avoid artificial measures. 
A glance at the other advertise- 
ments illustrated will show that 
this rule is always followed: the 
completed geometrical design 
should have its vertical center 
slightly above the center of the 
copy space. 

Second, it will be seen that the 
use of white space has been gener- 
ous. Upon this same basic design, 
an advertisement could have been 
prepared using considerably more 
type matter and less white space. 
But the advertiser’s purpose should 
never be simply to fill space, but 
to fill it effectively—that is, with a 
message which will result in sales. 
The mere fact that all of the space 
must be paid for is not a good rea- 
son for jamming it full of copy, 
particularly so since the use of 
white space is often much more ef- 
fective as a display element than 
type itself. 


Placing the Headings 


In our mythical Harper & Com- 
pany’s first advertisement, Fig. 1, 
it will be seen that Mr. Harper has 
placed headings at three different 
parts of the geometrical design— 
at the points, along the horizontal 
lines, and at the crossing points of 
the lines in the design. In using 
triangles as the basic foundation 
of a layout (Rule 3) Main head- 
ings should always be placed as 
indicated by the points, the cross 
lines, and the base of an inverted 
triangle. The base of a non-inverted 


triangle may be used or ignored 
at the option of the advertiser. The 
only exception to this rule is when 
the point of an inverted triangle 
happens to be at the very bottom 
of the copy space, in which event 
it may either be used or ignored. 
In Fig. 2 appear what may seem 
to be additional exceptions. The 
fourth series of headings are 
placed where there is neither a 
point, a base, nor a crossing, and 
the same thing is true of the small 
heading in the lower left hand cor- 
ner of the advertisement. These, 
however, are not exceptions to the 
rule, but rather a demonstration of 
the flexibility of the geometrical 
method of layout design. Inasmuch 
as this particular use of headings 
finds greater application when 
used with rectangles as the basic 
design, a discussion of it will be 
reserved for the following article. 
In the meantime, the advertiser 
now has at hand a method of lay- 
ing ovt advertisements that will al- 
ways produce attractive results, ad- 
vertisements that will be perfectly 
balanced, that will catch the read- 
er’s eye, that will do their full 
share of the job of selling. The 
three illustrations are but ex- 
amples of the hundreds of differ- 
ent designs which may be made by 
anyone, advertising expert or lay- 
man, each of which will form per- 
fectly balanced advertisements if 
the display rule—points, bases, 
and cross lines—be followed. 
(All rights reserved) 





Who Is Going to Pay the Bills? 


(Continued from page 88) 


to a western fort near a large city. 
Life in the fort becoming some- 
what monotonous, without the 
consent of his superior officer he 
wandered to the city and suc- 
cumbed to his former bad habit. 
A guard was sent after him. He 
was brought back to the fort, and 
for taking French leave, he was 
put in a work gang. He was dig- 
ging in a ditch when it caved in 
and the poor fellow was killed. 
Now, of course, all of this is very 
sad, but we are writing from the 
standpoint of a square deal to the 
fellow who pays taxes. The widow 
of this soldier who never smelled 
gunpowder, and who as a matter 


of fact was only in the army a 
few months, put in her claim, and 
for the past 25 years she has regu- 
larly drawn $30.00 a month, 
$360.00 a year, or a total of 
$9,000.00. What for? This is 
just one case. Just think of how 
many thousands of others there 
are. 

Once I knew a conductor on 
one of the railroads in the West 
who was just as honest as a man 
could be dealing with his friends. 
However, he regularly “knocked 
down” on the railroad. When we 
discussed the subject, he remarked 
that he would consider it entirely 
beneath him to take advantage of 
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— Senior Bell a 
Madame Bell 12 cup Sister Bell 


8 cup 6 cup 
Baby Bell Junior Bell 
one The Popular Bell Famil pas 
Never was a percolator more popular than any one in Each size is equipped with a Thermoplax non-burn han- 
the Bell Family. In it there is a size for every household dle, welded spout, and flat base for economical heating. 


need. 


WEST BEND “Bell” percolators (in a brand new design) 
fill the public demand for modern design and efficiency. 


The deep flange on the cover prevents boiling over. There 
are no hinges or rivets on the cover to break or come 


Entirely new, they have a small glass top (one size for loose. 

all), a new graceful handle, and tall straight lines. Their 

beauty and style make them suitable for use on the A display of the Bell Family in your store will result 
dining room table and for afternoon coffee service. in the sale of all sizes at a good margin of profit. 


The complete WEST BEND line offers a wide price range... . 
and a profit on every item. The 25th Anniversary catalog includes 
all of the creations by WEST BEND. If you have not received your 

copy, write for it. West 


WEST BEND ALUMINUM CO. Beno 
Dept. 302 West Bend, Wis. Clluminum 




















PATENTED BY ABW 






Shovel 
Labels 


As permanent as the handle itself, attrac- 






tive, unique and only available on ABW 





ee er ee oe shovels, spades and scoops, this new die 


process ABW shovel labels are pressed label is of proven merchandising 
die pressed in colors into the 
wood handle. They can not value. 


become mutilated, or torn in 
shipment and will not come 
off. Eliminates unattractiveness 
of scratched and torn labels 


SINCE stasenalianes AMES BALDWIN WYOMING Co. 


17/4 Parkersburg, W. Va. North Easton, Mass. 
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ASK YOUR JOBBER 

















Some Real 


Sellers NOW 
IN SEASON 














| This new Easel Display puts Red Devil 
Glass Cutters right out in the open 
| where they can be seen —and sold 

quickly. Wheels are sealed in oil by 
transparent, air-tight caps which cover 
cutter heads—evidence to customers 
that each cutter is in original factory 
tested, perfect condition. 





| Triangle Glaziers Points in handy 5c. 
packages. Displayed for quick sale on 
the counter. Each package contains a 
Point Driver. 


Made of For 
|' STEEL Axes 
And Hatchets 
Unbreak- Hammers 
able etc., etc. 





GENUINE GRADY WEDGES 
"They Hold Like a Fish Hook"’ 
(ALL SIZES) 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


l GLASS PLIERS 
D SCRAPERS - LAWN SPRINKLERS 
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any friend or any individual, but 
he didn’t think there was any- 
thing wrong in “holding out” on 
a large railroad corporation. You 
see the same idea with juries. I 
was on a jury once where a 
woman sued a street car line be- 
cause she had jumped off the car 
and seriously hurt herself. The 
conductor of the car did all he 
could to stop her from jumping, 
and the case was absolutely clear 
that the fault was all hers. How- 
ever, when the jury got together 
and the matter was discussed in- 
formally before taking a vote, one 
of the jurymen suggested that as 
she was a poor woman and had 
been to a lot of expense coming 
to town to try the case, while we 
knew it was her fault, as the street 
car line was a rich corporation 
wouldn’t it be a good idea for us 
just to vote her $500.00. I stren- 
uously objected, and after several 
hours of argument the woman was 
turned down. Now, of course, 
this was a shame. I was a hard- 
hearted person. But as a matter 
of fact, if we will admit it, isn’t 
there exactly the same sort of feel- 
ing when we deal with the United 
States government. If anybody in 
any way, regardless of fairness 
and justice can put it over the 
government, he actually pats him- 
self on the back and considers 
himself a very bright, smart man, 
and if the story should happen to 
be told to his neighbors they 
would all agree that Bill was 
smart when he put a swift one over 
on Uncle Sam. 


Amos Pinchot 


At the dinner of our opinion 
club, Amos Pinchot, who is a very 
humorous speaker, had a lot of 
fun with the administration. He 
had everybody laughing good- 
naturedly with him at ex-Gover- 
nor Sweet. But ex-Governor 
Sweet, who did not indulge in side 
issues, but who made a straight 
from the shoulder administration 
speech said some very interesting 
things. For instance, in discuss- 
ing “regimentation,” he referred 
to England and made the state- 
ment that here in the United 
States we do not know what regi- 
mentation means, but if wish to 
find out we can go to England 
and we will find that almost every- 


thing there is regimentated by the 
government, from the time one 
gets up in the morning until the 
time one goes to bed at night. He 
described how the law of supply 
and demand is handled in Eng- 
land. He referred to the diamond 
mines and the selling of dia- 
monds. When there is a good de- 
mand for diamonds, the diamonds 
come out of the mine and are sold 
to the public. When the demand 
falls off, the output of the mines 
is reduced. He referred to cop- 
per, and how the copper market 
has been regulated in cooperation 
between the English government 
and English copper merchants. 
He gave us a very interesting ac- 
count of the sugar situation, of 
how sugar has been regulated so 
the output of Cuba, Louisiana and 
the beet sugar growers of the 
West would not destroy each 
other. Then he made a very strik- 
ing illustration in discussing the 
necessity for constitutional amend- 
ments to provide for today’s con- 
ditions. He reminded his audi- 
ence of when Christ and his 
disciples entered a corn field on a 
Sabbath Day and picked and ate 
the corn. He said we would re- 
member that it was against 
Hebrew law for corn to be picked 
on the Sabbath Day. When Christ 
was criticized for allowing his 
disciples to pick and eat the corn 
on the Sabbath, his answer was: 
“God created the Sabbath for 
man. He did not create man for 
the Sabbath.” 

He referred to life insurance 
companies, of their many years 
of success, of the billions they had 
paid out, of the general confidence 
in them on the part of the people 
in the country today. But, added 
the governor, no other business 
in the United States is so regi- 
mented, in other words, regulated 
by law, as the insurance com- 
panies. You can take out a policy 
in any of the great American 
companies in China, in Africa, in 
Europe, and the rate is exactly the 
same as in New York. 

Years ago when laws were 
passed governing the national 
banks of the country, there was a 
great hue and cry. It was govern- 
ment regulation, government regi- 
mentation. But no one will deny 
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Money-making Discovery No. 1 





Lian 


1. WHILE REARRANGING MERCHANDISE, FINDS BISSELLS 
TUCKED IN OUT-OF-THE —-WAY CORNER. 











2. DECIDES HELL HAVE TO STAND BISSELLS IN AISLE 
UNTIL HE GETS THINGS SORTED OuT. 








3. DISCOVERS CUSTOMERS HAVE SEIZED BISSELLS AND ARE 
DEMONSTRATING THEM ALL OVER THE PLACE! 












GLEvaton ELevaro 


























LL 


5. RESOLVES HEREAFTER HELL DISPLAY BISSELLS WHERE 
WOMEN SEE AND TRY THEM AS SOON AS THEY COME IN / 





6 Many dealers know the wisdom of displaying Bissells 
“prominently. The only sweeper backed by consistent na- 
tional advertising, the Bissell enjoys universal consumer 
acceptance. Turnover is high; good mark-up is assured... 
and there’s no offsetting mark-down. A display of Bissells 
never fails to improve the operating statement of a house- 
ware department. It will pay you, as it has others, to write 
for the complete Bissell! story. 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Mich. 
New York Office and Export Dept., 46 W. Broadway, New York 
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MioreE PROFIT 
MiorzE CUSTOMERS 


MioreE USEs 
WHEN YOU SELL THE GENUINE 








PLASTIC WOOD 


Sell Genuine Plastic Wood—the 100% companion item with 
every item in your store—you can make extra big profits by 
mentioning it with every sale of drawer pulls, nails, screws, tools, 
fixtures, brushes, paints, bolts, hinges, glass, casters, locks, screen, 
guns, wire, fencing, etc. 

The 1001 uses of Genuine Plastic Wood make every customer a 
prospect—mention it—resets loose drawer pulls, loose casters, 
loose handles, loose bathroom fixtures; replaces wood rot, fills old 
nail and screw holes, repairs leaky window frames; fills holes around 
pipes, wiring, damaged wood, baseboard cracks, shelving cracks, 
=racks around bathtubs, broken toys, 1001 other uses. 


SO SIMPLE TO USE 


Genuine Plastic Wood is real wood in putty form—when dry 
it can be sanded, sawed, planed, turned on lathe—will take nails 
and screws without splitting, cracking or crumbling—is water- 
proof —grease-proof—will adhere to any clean, dry surface—wood, 
metal, stone, glass or porcelain. There is only-one ‘‘Plastic Wood” 
—be sure you sell the Genuine. 


BIGGER ADVERTISING SCHEDULE 


Nearly every home in your neighborhood—week after week, 
month after month, will receive Genuine Plastic Wood advertising 
through the pages of—Saturday Evening Post, Collier’s, Liberty, 
American Magazine, American Weekly, Good Housekeeping, 
Capper’s Farmer, Country Gentleman, Popular Science, Popular 
Mechanics, Better Homes & Gardens and numerous others. 
Dealers wishing to tie up with this big 1936 campaign can secure 
colorful displays and a Plastic Wood Demonstration Log abso- 
lutely FREE for the asking. 


FREE ADVERTISING MATERIAL 


Write The A. S. Boyle Co., Inc., 1934 Dana Ave., Cincinnati, 
Ohio; for (] Displays [] Demonstration Log. 


fT FOO rE LON Ye OE eI et ee Pee 


Address. 


















HERMAN 
Gold Label 
NOZZLE 


For Those Who Want the BEST 


The outstanding quality nozzle 
in the SHERMAN line. Highly 
polished bronze, machined and 
assembled with precision. Built 
to last. Wrapped individually 
in alternate colors of Black 
and White tissue. One doz. in 
attractive Gold Covered Dis- 
play Box, trimmed with rich 
Black. 3%,” size. 


Write for literature and samples 
SOLD THROUGH JOBBERS 
H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 
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‘. Each and every item in the 
. MAYDOLE Line, consist- 
ing of Hammers, Wrenches, 
Punches and Chisels — is 
built with precision and ac- 
curacy. Maydole Hammers 
have an exact and definite 
BALANCE appreciated by 
4 skilled workmen every- 
‘ where. 


Stock the MAYDOLE LINE 
—meet that increasing de- 
mand for Maydole Quality 
Tools, obtain those larger 
margins of profit. Sell in 
the interest of progress. 
















Maydole Sales Representatives 





SURPLESS-DUNN & COMPANY 
74 Murray Street 

New York, N. Y | 
34 No. Clinton Street | 
Chicago, Illinois 
JAMES A. RIORDAN 
COMPANY | 

1600 East 7th Street 

Los Angeles, Calif. 
955 Bryant Street | 
San Francisco, Calif. } 
5319 Admiral Way | 
Seattle, Wash. } 














that this government control 
turned out to be of great benefit 
to the national banks and our 
banking troubles early in the de- 
pression, we must admit, were not 
caused by too much regimenta- 
tion, but not enough regimenta- 
tion. 

The same thing is true of the 
stock market. In some. quarters 
today there is a great hue and 
cry about the Securities and Ex- 
change Commission in Washing- 
ton, its rules and regulations, but 
anyone who knows anything about 
the great panic of 1929 and the 
following years of depression, 
knows that if these laws had been 
in effect at that time the panic 
and depression, if not averted en- 
tirely, would have been very much 
minimized. 


Now in conclusion, as_ the 
political pot will start boiling 
soon, let me make a silly sug- 
gestion. If you are a “dyed-in- 
the-wool” Republican, I suggest 
that you attend Democratic meet- 
ings and listen to Democratic 
speeches. On the other hand, if 
you are a “dyed-in-the-wool” 
Democrat, I suggest you not only 
attend the Republican rallies and 
listen to their speeches, but read 
Republican papers. In_ other 
words, I suggest, and this is for 
the good of business, that as we 
approach the election, we cut out 
personalities and hysteria, listen 
to both sides of the question and 
go to the polls, not as hogtied 
ready-to-be-delivered party men, 
but as independent, free, Ameri- 
cans with minds of our own. 





Texas Convention 


(Continued from page 96) 


given over to “Merchandising Meth- 
ods.” 

R. L. Scheef, a grocer of Houston, 
Texas, who is a member of the Red 
and White voluntary chain of inde- 
pendently owned grocery stores, 
discussed the operation and benefits 
of this method of handling compe- 
tition in considerable detail. He 
said he was not afraid of any com- 
petition—he could handle it all. 

Herman Taylor, Lufkin, who has 
just rearranged his store under the 
guidance of the association, ex- 
plained the benefits that accrued 
from the rearrangement. 

Paul Sherrod, Lubbock, a past- 
president of the association, dis- 
cussed “Outside Selling,” and 
related his experience in getting the 
best results. 

H. M. Swain, executive vice-presi- 
dent, Irwin Auger Bit Co., Wilming- 
ton, Ohio, talked on “The Institute 
of Fair Competition” —its aim, 
object and the benefits to be derived 
by the trade through the activities 
of the institute. 

The following association officers 
were then elected: Clyde Tomlinson, 
Hillsboro, president; M. S. Henry, 
Crowell, vice-president, and Dan 
Scoates was reappointed secretary. 
Directors chosen were: H. P. Hors- 
ley, Dallas; H. W. Jones, Garland; 
Eric Lundblad, Georgetown; A. P. 
Sharp, Troup; W. C. Timberlake, 
Texarkana; Herman Taylor, Lufkin; 
T. P. Tucker, Beeville; H. A. Tur- 


ner, Madisonville, and Lee Watson. 
Brownwood. 

Resolutions adopted reaffirmed 
the association’s opinion that the 
consumer trade belongs to the retail 
dealer, in any case where the goods 
bought are not intended for resale; 
urged the State Legislature not to 
impose any new tax burdens; ex- 
pressed opposition to a general sales 
tax or to a State income tax; re- 
quested members to investigate the 
economy of insuring through their 
own mutual company; solicited the 
continuation of efforts of jobbers 
and manufacturers in placing the 
retailer in position to meet existing 
competition; asked implement man- 
ufacturers to conform to their own 
definition of an “implement dealer,” 
and protested the serving of outlets 
that do not qualify under that defi- 
nition; urged manufacturers and 
distributors of binder twine to mar- 
ket that product through regular 
hardware and implement dealers, 
and expressed appreciation to E. B. 
Gallaher for providing the Clover 
Business Service to the membership. 

More than a hundred women 
attended the convention. A special 
entertainment program was _afr- 
ranged for them, consisting of 
luncheons, style shows, etc. The 
main entertainment features of the 
convention consisted of a dance 
Tuesday night, and of a banquet, 
floor show and dance on Wednesday 
night. 
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EVERY ‘Stam’ 


Boosts 





NATIONAL SCREEN DOORS 


@ “The National Screen Company is right when they 
say ‘Every slam is a boost’! The rough treatment which 
screen doors and window screens undergo boosts my 
sales tremendously on National Screen Doors and Win- 
dow Screens, because my customers appreciate the extra 
strength and superior workmanship in these handsome, 
sturdy articles.” The weather does not warp them or 
cause them to sag. 


You would think that such extra quality would make 
National Screen products more expensive—but no, sir! 
You should see the new 1936 National Screen Catalog 
and price list. Send for them today. 


ASK YOUR JOBBER—Your jobber can tell you about 
the complete line of National Screen Doors, Window 
Screens and Ventilators. They are made in a wide va- 
riety of styles and at prices to please your customers 
and keep them pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 


NATIONAL SCREEN CO., Suffolk, Va. 

Please send us a copy of your 1936 catalog 
showing the complete line of National Screen 
Doors, Window Screens and Ventilators. 







MI iether nen ee ee eae 
sho: sneering a pcadastgdnas Rabirantossioes 


City... State... 

“New ‘York Office : 253 ‘Broadway 
Southern Selling Agents 

SAND & HULFISH, Baltimore 


NATIONAL SCREEN Co. 


INCORPORATED VIRGINIA 







SUFFOLK 
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INTRODUCING 
‘ 1000 , 


BARNEY ite, 


You have known the Bear and the 
Triangle as our Trade Mark for many 
years as it appears on every sheet 
and roll of our making. Now the 
Bear— given the name of Barney— 
steps out as an active member of our 


b Sales and Service organization. 


Watch for him. He will bring you 
important messages. 





e ¢ ¢ Barney's picture on a sheet of 
Flint Paper or Emery Cloth is your 
assurance and your customer's 
guarantee of 100% satisfaction! 


Return the coupon for FREE SAMPLE CHART 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY) 


TROY. N. Y. 


BEHR-MANNING e TROY, N. Y. 
Please send FREE Sandpaper and Emery Cloth SAMPLE 
CHART. 
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A smart - looking fan 
line not only appealing 
in design but more 
serviceable than ever 
+ + + as free from 
noise as modern engi- 
neering can make fans | 
+ + + a greater vol- 
ume of air farther— 
evenly, smovthly, quiet- 
ly. Write now for Sig- 
nal’s new merchandis- 
ing program. 
















The new Cool Spot 
line of popularly 
priced fans has 


everything it takes 
Backed by the | 
Signal reputa- | 


ae) make quick, > ¢hesé be 


known far and | 
profitable ieee wide. | 
| 


--- and satisfied 
customers - 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 
Offices in all principal cities 





Pacific Northwest Convention 


(Continued from page 98) 


it is believed that the farm income 
is going to be increased 10 per cent 
during 1936 and that prospects are 
good for the hardware and imple- 
ment man. “The merchants of the 
Inland Empire were never in better 
shape than today,” declared Mr. 
Lundale. “old debts are cleaned up 
better than ever before.” In citing 
the value of government business, 
Mr. Lundale referred to the gov- 
ernment reports and statistics which 
are used by chain store managers 
and others in seeking this business, 
and said that such reports are also 
available to the independent dealer. 

Although last-minute circum- 
stances deprived the convention of 
the Governor’s address, C. C. Carter. 
N. R. H. A., the national president. 
Carthage, Mo., outlined association 
work and the trade problems from 


© 


a national aspect, and B. M. Hiatt, 
executive vice-president, Irwin 
Auger Bit Co., of Wilmington, Ohio, 
gave a stirring talk on fair trade 
practices and their violation, to con- 
clude the business talks. 

Other talks of an _ informative 
nature, but on subjects of other 
than trade character, concluded the 
afternoon session and were featured 
at the banquet that evening, at 
which jobbers and manufacturers 
were hosts. 


Summing up, it seems that three 
points were brought out over and 
over again at the convention—that 
the clean, bright and modern store 
is getting the business; that FHA 
and major appliance business is of 
prime importance, and that 1936. 
even though an election year, has 
excellent prospects. 


Minnesota Convention 


(Continued from page 100) 


I present to you The American In- 
stitute of Fair Competition as my 
first answer to what can be done to 
stop preferential prices.” 

Managing Director C. J. Chris- 
topher made his report as treasurer 
and later talked on policies for 
hardware dealers. He said that 
dealer’s competitive problems were 
rooted in three main causes, (1) 
disadvantage of price at which 
goods are owned by the wholesaler- 
retailer system of distribution, (2) 
cost incurred in moving merchan- 
dise through the wholesaler-retailer 
channel from factory to consumer, 
(3) merchandising methods of syn- 
dicate competitors. He said the 
association cannot foist a boycott 
on manufacturers or wholesalers 
whose activities are not in the best 
interests of the independent retailer. 
but that through the association set- 
up wholesalers’ and manufacturers’ 
policies and efforts in behalf of the 
dealer can be made known for the 
benefit of members. 

The opening speaker Wednesday 
morning was Rivers Peterson, edi- 
tor, Hardware Retailer, who com- 
pared costs per $10,000 worth of 
sales between the wholesaler-retailer 
method of distribution with depart- 
ment store and chain distribution, 
showing the former group to a 
marked disadvantage. He stressed 


the importance of considering oper- 
ating costs when studying competi- 
tion and the retail prices offered by 
chains, department stores, etc. 
From a chart used to illustrate his 
talk Mr. Peterson brought out fig- 
ures which showed that hardware 
clerks were relatively better paid 
than were clerks in competitive 
types of retail organizations. He 
brought out the point that compet- 
ing retailers hired and fired em- 
ployees with the rise and fall of 
sales, contrasted with the usual 
practice of hardware dealers to re- 
tain employees on a yearly basis, 
in good times and bad, which he 
said contributed to the unequal cost 
of doing business. His figures also 
showed that hardware dealers pay 
higher salaries than do _ chain 
and department store competitors. 
which, he said, were a definite factor 
in distribution costs in the whole- 
saler-retailer methods of distribu- 
tion. 

Harry J. Speeter, president, Food 
Guild Stores, Inc., St. Paul, told of 
the independent grocers voluntary 
chain activities, which he said had 
Lut them into competitive position 
to fight the corporate chain set-ups. 
Having had hardware experience 
before entering the grocery field, his 
message was particularly well re- 
ceived. He stressed the need of 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


USE- 


We can supply you with 
the following lists :— 


1333 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $15.00 


11458 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6545 Hardware Retailers whose sales are 
$20,000.00 to $30,000.90 Annually. 


15772 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 


33775 Hardware Retailers (Complete List). 


1043 Department Stores handling Hardware 

and Housefurnishings. 

ALL LISTS ARE COMPILED IN LOOSE LEAF 

LIST FORM. WHEN DESIRED ON 3’x5” 

CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 





For $6.00 per M. 


For $6.00 per M. 


For $4.50 per M. 


For $6.00 per M. 
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Here’s what progressive hardware 





merchants have been waiting for—a 
line of small centrifugal pumps com- 
bining every feature of high efficiency 
pumps, yet selling at remarkably LOW 
prices! Design includes such advanced 
features as inclosed impellers . . . ad- 
justable ball-thrust bearings . . . oilless 
bronze inner bearings, low power 
consumption. Demand is steady and 
continuous. Liberal discount to dealers. 
Mail the coupon for complete in- 


formation! 


GARDNER -DENVER COMPANY 


102 Williamson St. Quincy, Illinois 


Company - 





oss 
Addré City 


GARDNER- 





DENVER ss 
1859 





OVERHEAD 
PRINCIPLE 


COOLING 





FREE! 
NEW 1936 


CATALOG 
Send for your copy 


TODAY! 





Victor Electric Products, Inc. 
771 Reading Road, Cincinnati, O. § 














The best thing on earth for 
lawns and gardens 






~ 
_ 
ines . TT... Se” 
FREE Sales Helps 
LOMA’S 1936 dealer advertising 
material — new and colorful — 
includes: 
3-Piece Window Displays — 
Counter Easels—Price Cards 
—Overhead Banners — Con- 
sumer Leaflets — “Good Gar- 
dening,” etc. 
Correspondence invited. 
LOMA, 61 Broadway, N. Y. C. 








THE PERFECT PLANT FOOD 














132 





better display, better lights and bet- 
ter selling effort in hardware stores 
and told how grocers in the Twin 
Cities area had licked the chain 
store growth successfully by volun- 
tary chain developments. 

A surprise feature on the pro- 
gram was a talk by B. Christianson, 
now with Montgomery Ward & Co. 
in St. Paul, but for many years 
secretary and fieldman for the Wis- 
consin Retail Hardware Association. 
His message, based on the combina- 
tion of his retail hardware and mail 
order chain store experiences, are 
published in full elsewhere in this 
issue. 

Thursday morning Paul M. Mul- 
liken, assistant to the president, 
Simmons Hardware Co., St. Louis, 
Mo., and formerly secretary of the 
Illinois Retail Hardware Associa- 
tion, talked on wholesaler-retailer 
tie-ups, showing that intelligent co- 
operation between wholesalers and 
retailers would help keep the hard- 
ware business competitive and. in 
the distribution picture. 

J. L. Tucker, Staples Hardware 
Co., Staples, Minn., told how his 
business experience for many years 
had been entirely outside the hard- 
ware business, but that with the 
help of the Minnesota Association 
he had been able to enter the retail 
hardware field with a modernized 
store, and said that he was certainly 
most happy to be so situated. 

A. C. Raymer, Standard Hard- 
ware Co., Austin, Minn., told of his 
outside selling activities. His plan 





is to have each available outside 
salesman handle one line so that 
some degree of specialized efficiency 
might be expected in each major 
line sold. He said this plan made 
specialists who could build up leads 
into sales, and that it was his plan 
to charge 50 per cent of trade-ins 
on major items to the salesman, and 
also that he charged the same per- 
centage of repair costs to the sales- 
man and that when second-hand 
appliances were sold the house and 
the salesman shared equally. 

The windup of this session was 
handled by B. B. Turner, Globe- 
American Corp., Kokomo, Ind., who 
dramatized in a very effective man- 
ner a comparative selling campaign 
on selling stoves. He tore down a 
mail order stove and a quality stove, 
showing how the former was some- 
thing less than its advertised claims 
might suggest. He weighed parts 
of the mail order stove and parts 
of a quality stove and left no doubts 
about the comparative values of the 
two types. 

Friday morning, G. W. Sulley, 
National Cash Register Co., Dayton, 
Ohio, talked on employee training 
and on the importance of having a 
well-regulated and controlled retail 
store. Following his talk the com- 
mittees on resolutions, legislation, 
grievances and nominations re- 
ported. The gist of their sugges- 
tions are given elsewhere in this 
story of the convention. Officers 
were elected and installed and the 
convention adjourned. 
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make every effort ‘to take a broad 
view of their businesses and to make 
their community a better place in 
which to live and make a living. 

B. M. Hiatt, vice-president Irwin 
Auger Bit Co., Wilmington, Ohio, 
was the next speaker. He present- 
ed the manufacturers’ view of price 
discrimination against independent 
retail hardware dealers. He ex- 
plained that there are two ways of 
figuring manufacturing costs, and 
quoted the testimony of Gen. R. E. 
Wood, president of Sears-Roebuck 
& Co., to prove that a factory 
owned and operated by Gen. Wood’s 
company added 20 per cent to the 
goods sold through independent 
merchants and only 8 per cent to 
the goods sold through chains. Mr. 
Hiatt then directed attention to the 
special discounts and allowances be- 
ing granted to some of the national 
corporate chains, and said that it 


had been the experience of his com- 
pany that chain volume does not 
make a substantial economy in fig- 
uring manufacturing cost. The af- 
filiation between chains and manu- 
facturers who control several factory 
brands that are being sold to inde- 
pendent dealers was next empha- 
sized, and the advertising allow- 
ances and rebates given by such 
manufacturers to one of the nation- 
al grocery chains were cited as ex- 
amples. A point was made of the 
fact “that chains apparently find 
the purchases which independent 
retailers make from large manufac- 
turers a valuable back-log to absorb 
extra overhead.” The third point 
stressed by Mr. Hiatt was that such 
price discrimination contaminates 
the entire price structure, with se- 
cret discounts becoming preludes to 
misrepresentation. Concluding his 
address, Mr. Hiatt outlined the ac- 
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INTRODUCING 
THE EDLUND ew oe oy 


No. 5 Gog a 


‘Chet MEARE Goerpiking! \ & 





Order a 2 Dozen assortment of our Egg 
Beaters from your JOBBER—at regular 


discount. 
The Edlund No. 5 is the YOU RECEIVE FREE 
. 4 
last word in egg beater 3 A striking, practical counter demonstrator 
ingenuity. “It’s the top” § that invites attention, permits test and 
—and runs like a top, promotes rapid sales. 





with greater speed and IN ADDITION YOU RECEIVE 


ease to the operator. é 
Rugged construction $ samples havea retail value of $180.7 7 $ $4.50 

and center drive action % 

climinate “wobbling” $ ALL THIS FOR AN ORDER OF ONLY $6.67 IN FREE 
and vibration. Women . SEND FOR YOURS NOW SAMPLES 








like its smart modern 


design. This eye val J 
saline 0 tal ait. hud ihe Coupon to your Hobber Corday | 


nn a 





R 
25 CENTS SI oo osc. d.35, caustaSoosdaaincesraceeees 


© * EDLUND COMPANY © © | bicssc send one (1) EGG BEATER DEAL advertised by 
MODERN KITCHEN TOOLS a pereaauerlagel 


BURLINGTON VERMONT 


















PEP UP SPRING PROFITS 
WITH THESE NEW 
NATIONALLY ADVERTISED PRUNERS 


These three leaders in our complete pruner line will bring you big 

sales this spring. Is your stock complete? It will pay you to feature 

Seymour Smith Pruners—acknowledged by 

garden experts everywhere to be “best at 
any price.”’ 














In addition to 
House Letter 
Boxes, Corbin 
manufactures a 


complete line of ; 
the following: “SNAP-CUT" TREE & SHRUB PRUNER 
he famous ‘‘Snap-Cut’’ construction. 
P a d l oc k s A new, amazingly efficient pruner with t 
th ll steel operating parts mounted on aluminum 
‘ ih eft. ey anes tenia ft. length, $4.00; 4-ft. length, $3.50 


Cabinet Locks, _ Saves reaching or bending over. 6 
Trunk, Suit- 

case Locks and 
Trimmings, 
Miscellaneous 
Hardware, 
Automobile 


ae CLIPPER. PRUNER 


This unusually popular, 
nationally advertised type 
of pruner is furnished in 
price range from 50¢ to 
$1.50 Retail. The stand- 
ard $1.00 Pruner is an 
outstanding seller. New 








one hand’? catch; blade 
Locks, Apart- and hook hardened and tempered; all steel; finely polished cutting parts; 
ment H ouse replaceable blade and hook. 
Letter Boxes 
Ke d Key | | “SNAP-CUT" PRUNER 
ys an ey One quality, two sizes, 
Blanks, Post with improved easy ‘‘one 
° hand’’ catch. Patented 
Office Equip- — and a ——- 
tion cuts easier, quicker 
ment. cleaner. Rustproof 





chrome finish; strong 
unbreakable patented construction. $1.25 and $1.75 Retail. 


CORBIN CABINET LOCK COMPANY Seymour Smith Pruners are all beautifully packaged. Pruners furnished in 
: 3 colorful display cartons. Display cards, booklets, folders, etc., available. 
The American Hardware Corporation Successor Nationally advertised in leading magazines. 














NEW BRITAIN, CONN., U. S. A. Sales Representative: 
NEW YORK CHICAGO PHILADELPHIA some 6, Sane’, & 90. SEYMOUR SMITH & SON, INC. 
New York City OAKVILLE CONNECTICUT 
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PRODUCTION 


@ Cutting efficiency plays a large part 
in small tool satisfaction. The high 
cutting speed possible with Morse 
Tools is one of the reasons why tool 
users everywhere say, “There is a 
difference!” 


Toolmaking experience, carefully con- 
trolled hardening, accuracy in grind- 
ing, each helps to assure this differ- 
ence. It is the reason why Morse 
Tools are so satisfactory to use and to 
sell. Is your stock complete? 











THE MORSE LINE 
Includes 
High Speed and Carbon 
Drills Chucks 


Reamers Counterbores 
Cutters Mandrels 
Taps and Dies Taper Pins 
Screw Plates Sockets 
Arbors Sleeves 


TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S.A; 

NEW YORK STORE: CHICAGO STORE: 
ee a 570 WEST 

130 LAFAYETTE ST. RANDOLPH ST. 
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tivities of the American Institute of 
Fair Competition, whose plan of op- 
eration has been described in detail 
in several past issues of HARDWARE 
AcE, and said that “—no manufac- 
turer can expect to remain in busi- 
ness who does not sell his products 
to all types of outlets on an equal 
basis.” 

As the final speaker at the first 
session, Paul M. Mulliken, former 
secretary Illinois Retail Hardware 
Assn., and now assistant to the 
president, Simmons Hardware Co., 
wholesale, St. Louis, had “Jobber- 
Dealer Cooperation” as his subject. 
He deplored the non-cooperation be- 
tween wholesalers and retailers, and 
said that both must recognize chang- 
ing conditions. In meeting chain 
store competition, he said that many 
dealers pinned their hopes on legis- 
lation or a change in public senti- 
ment, but he advised against such 
anticipation and declared that “we 
must learn whether we can improve 
on our methods of doing business 
or not.” In emphasis, he quoted 
this proverb: “Wise men are they 
who profit by the wisdom of others 
and take example from them.” Mr. 
Mulliken then referred to the vol- 
untary independent dealer plans 
which have proven so successful in 
the grocery and drug fields, and 
advocated the adoption of similar 
plans by hardware dealers. He 
said, however, that the voluntary 
chains in the grocery and drug 
trades have found it impossible to 
circumvent the functions of the 
wholesaler, whose services have been 
found essential to the success of 
any plan of this type. Mr. Mulli- 
ken stated that C. C. Carter, N.R. 
H.A. president, quoting a maxim 
of E. C. Simmons, as_ publicized 
about 1880 at the October, Atlantic 
City joint convention of the manu- 
facturers’ and wholesalers’ organiza- 
tions, had said: “The jobber’s first 
duty is to help his customer to pros- 
per.” The 1936 complement to this 
maxim, as revised by L. E. Crandall, 
present president of the Simmons 
Hardware Co., as quoted by Mr. 
Mulliken, is: “The retailer’s first 
duty is to help his jobber help his 
customer to prosper.” In bringing 
his address to a close, Mr. Mulliken 
reviewed the 11 points on which, 
according to Mr. Crandall, dealers 
and jobbers can and should coop- 
erate in solving their mutual prob- 
lems. 

Before adjournment of the first 
session, badges and certificates were 
awarded to representatives of firms 
who could qualify for membership 
in the association’s newly formed 


Twenty-five-Year Club. At a spe- 
cial luncheon meeting Wednesday 
the formal organization of the club 
was perfected, with 27 members 
present, representing 25 firms in 21 
different cities. The following club 
officers were chosen: John R. Sow- 
er, president, Frankfort; Bob Hunt- 
er, Nicholsville, vice-president, and 
Steve Ogden, secretary, Ashland. 
Later the three officers of the club 
were named as an advisory board 
to the association. It was decided 
that future meetings of the club will 
be held in conjunction with the as- 
sociation’s annual convention. 

The first order of business at 
Wednesday afternoon’s session was 
the election of these officers: presi- 
dent Karl H. Young, Louisville; 
first vice-president, Chas. Zimmer, 
Jr., Covington; second vice-presi- 
dent, I. C. Mason, Adairville, sec- 
retary-treasurer, J. M. Stone, Louis- 
ville, reelected to that office for the 
29th time; and members of the 
board: C. C. Hewlett, Louisville, and 
R. E. Mattingly, Lebanon. 

In presenting the first address at 
the second session, Irwin E. Doug- 
las, chief, accounting service, 
N.R.H.A., Indianapolis, Ind., offered 
a comparison of operating costs be- 
tween independent stores and other 
types of competitors, using especial- 
ly prepared charts. He pointed out 
that the charts showed that variety 
chains and department stores get 
their merchandise to consumers 
more efficiently than do hardware 
stores, and he enumerated several 
ways in which the distribution of 
hardware could be more efficiently 
handled. The charts used by Mr. 
Douglas were based on sales of 
$10,000 in stores doing an annual 
volume ranging from $40,000 to 
$60,000, and he declared that while 
hardware stores must have an av- 
erage investment of $4,800 in stock 
to produce sales of $10,000, that 
department stores can do the same 
amount of business on a_ stock 
valued at $1,400. “The sale of more 
merchandise per employee,” he de- 
clared “will aid materially in solv- 
ing the problem.” 

Chas. C. Anthony, Federal Hous- 
ing Administration, Washington, 
was the second speaker at Wednes- 
day’s session. He reviewed the 
accomplishments of the Federal 
Housing Act in a very graphic and 
informative manner, and stated that 
even after 17 months of operation 
that there is plenty of educational 
work to be done. He called atten- 
tion to the fact that the moderniza- 
tion phase of the act expires on 
April 1 unless extended by popular 
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CHICAGO 
CHECKING DOOR CLOSER 





Type 25 


New and Improved 


The new Type 25 Chicago Checking Door 
Closer has been designed as a strictly quality 
product suitable for Screen Doors, Combina- 
tion Doors and Light Interior Doors. 


Send for full information regarding this 
popular New Closer. It has many excellent 
selling features that will appeal to your cus- 
tomers. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S. A. 


ottschalk's 
— 




















This Item has been greatly improved and Is packed in a Cellophane bag. It Is one 
of the most attractive household accessories on the market and is nationally advertised 
to ever 16 million families each month. Order today from your jobber or write direct 
for sample and price list. 


METAL SPONGE SALES CORP., Philadelphia 





ONE STANDARD 
of QUALITY 


For over thirty years this company has 
been known throughout the trade for its 
strict adherence to a single standard of 
excellence. Selected high grade materials, 
precision manufacture and rigid inspection 
are guaranteed features that enable every 
dealer to sell HOLTITE Products with full 
assurance of dependable performance. 

Stock the complete HOLTITE line of 
quality products for steady, profitable 
turnover. Remember, “‘there’s a HOLTITE 
Product for every purpose.” 


Sold through Hardware Jobbers 


CONTINENTAL SCREW 


Office @ Factory 
NEW BEDFORD 


Massachusetts 


SOUTHERN BRANCH 
1421 Fort Street 
Chattanooga, Tenn. 


Co. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 








Real POWER TOOLS 
FOR LESS MONEY 


by ARCADE 


Arcade Craft Tools are designed for those 
who want good home workshop equipment 
at low cost. Quality built with heavy cast 
iron bases and moving parts of high grade 
steel. Large bearing surfaces insure long 
life. Retail prices: Sander (9” high) $4.50 
Bench Saw (Table 6%4”x12”) $10.00, Jig 
Saw (15%” high) $4.80, Drill Press (15” 
high) $4.80, Lathe (8” Swing, 30” between 
centers) $8.50. All prices slightly higher 
west of Rockies. 

Other tools and accessories at low prices. 
Write today for Free Catalog giving de- . 
tails on all Arcade Craft Tools and Acces- 
sories. You can’t go wrong on Arcade 
Power Tools—they are built for service 
and priced to sell. 


ARCADE MFG. CO. FREEPORT, ILL. 
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EVANSVILLE 


GOOD SERVICE TOOLS 





EVANSVILLE “X-PERT”’ 
ALLOY-STEEL AXES 


EVANSVILLE 
x-PERT 
AXE 
5 1000 Mov 


MADE IN ALL POPULAR 
PATTERNS AND SIZES 





ASK YOUR JOBBER 


We do not sell the mail order houses 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND. 


TURNOVER 
CHAMPIONS 


Coast to Coast selling champions because 
they are first of all QUALITY champions. 
Keep ample stocks always. 


DAZEY De Luxe 
Formerly SPEEDO 
America’s best value in 
can openers. Guaranteed 
for 5 years—built to last 

a lifetime. 
*$1.69 RETAIL 


CAZEY Senior 

A value second only to 
DAZEY DeLuxe. Rapidly 
growing in popularity every- 


ner $1.39 RETAIL 
DAZEY Junior 


King of lower priced can- 
openers. An amazingly dur- 
able and efficient article, 
*69¢ RETAIL 
















DAZEY Speedo 
SUPER-JUICER 


An exceptionally efficient 
juicer for lemons, oranges, 
small grapefruit. Striking 
appearance. Gets more 
juice easier. Automati- 
cally strains out seeds 





eu7. 


r 
! 








nd pith. 
*$1.75 RETAIL 


htly 
DAZEY Sharpit 
Patented twin | 
make skill unnecessary for | 
sharpening any edged 
tool. A Godsend in any 


higher west 
of Rockies. 
A your jobber. 
kitchen. 
*$1.50 RETAIL 


DAZEY CHURN & MFG. CO. 498! Warne Ave. 
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demand, and dealers were implored 
to make the most of the opportu- 
nity. Many examples were given 
by Mr. Anthony of the benefits re- 
tailers of hardware and related lines 
have received through going after 
the business created by the F.H.A. 

As the next feature at the second 
day’s session, Secretary-Treasurer 
J. M. Stone reviewed the Declara- 
tion of Merchandising Policies for 
hardware dealers as approved and 
adopted by the board of governors, 
N.R.H.A., in January, 1935. Lan- 
tern slides were used to direct at- 
tention to the eight points covered 
by the declaration. 

An address by Dr. J. M. Watters, 
State Planner for Kentucky, on the 
topic “Planning for the Future of 
Kentucky,” brought the second ses- 
sion to a close. Dr. Watters gave 
an interesting resume of the pro- 
gram which is intended to bring 
about a more efficient and econom- 
ical functioning of the state govern- 
ment, and explained problems re- 
lating to Kentucky’s pena! institu- 
tions in a detailed and highly in- 
formative manner. 

The final session, Thursday after- 
noon, opened with an excellent ad- 
dress by P. H. Noland, vice-presi- 
dent in charge of sales, B. F. Avery 
& Sons, Louisville. Mr. Noland 
stressed in most emphatic fashion 
the necessity for hardware and im- 
plement dealers to do outside sell- 
ing. The first step, he said, is for 
the dealer to determine the trade 
area of his store. The second step, 
he said, is to make a revealing sur- 
vey of that trade area, and the third 
and most important step, he de- 
clared, was for the “boss” himself 
to “go and see ’em.” Mr. Noland 
related how similar campaigns of 
outside selling had proven so ef- 
fective for the branch stores oper- 
ated by his company, and for many 
of the company’s dealer agencies 
throughout the country. He said 
that virtually every implement deal- 
er in Kentucky also sells hardware, 
and that one of the big problems 
of such dealers was to get new cus- 
tomers into their stores. When they 
have accomplished this, he admon- 
ished dealers to do the “best job 
possible.” Dealers were urged to 
sell on the basis of quality rather 
than price, and were urged to cap- 
italize on their natural advantages 
as independent retailers. In clos- 
ing his address, Mr. Noland asked 
dealers to return home resolved to 
put a definite outside selling cam- 
paign in actual operation. Before 
introducing the next speaker, Presi- 
dent Rumley recited a personal ex- 


perience with an outside selling 
program to lend further support to 
Mr. Noland’s contention that deal- 
ers had much to gain by following 
a plan of this character. 

“Outside Selling from the Broad- 
Gage View” was the subject cov- 
ered by the next speaker, Robert 
Frey, hardware merchant, Ottawa, 
Ill. Mr. Frey explained that his 
store is located in a town having a 
population of 2500, but that of the 
eight salespeople regularly em- 
ployed, two salesmen are doing out- 
side selling the biggest portion of 
the time. As a result of outside 
selling and other aggressive meth- 
ods, he declared that it is necessary 
to employ four additional salespeo- 
ple every Saturday, and to provide 
for a sales force of 24 during the 
holiday season. He advocated that 
dealers make plans and follow them, 
and said that “Hoping without 
hoofing doesn’t get the business.” 
Hardware stores are a natural for 
outside selling, in Mr. Frey’s esti- 
mation, and he declared that “such 
effort is pregnant with rich profits.” 
He also declared that the time to 
sell is when the purchasing power 
is available; that every home needs 
something new, and that dealers 
should show their prospects what 
they want before such prospects re- 
alize their need. Completing his 
address, Mr. Frey said: “There’s 
lots of business in 1936, even if we 
have lost the A.A.A.” 

H. W. Hirth, merchandising di- 
vision, and Irwin E. Douglas, ac- 
counting division, N.R.H.A., Indian- 
apolis, then gave a question and 
answer summation of the principal 
points emphasized in the preceding 
convention addresses, with stress be- 
ing placed on what the voluntary 
chains of independent dealers in 
groceries and drugs have done, with 
the assistance of cooperating whole- 
salers, in combating the price com- 
petition of chain outlets in these 
lines. 

The reports of the various com- 
mittees were next received, with the 
legislative committee going on rec- 
ord as requesting the State Legisla- 
ture to reduce the fee for recording 
chattel mortgages from more than 
$2 to 50 cents for property valued 
at $150 or less. The committee also 
recommended that the state law be 
revised to permit the attachment of 
state, county and municipal em- 
ployees for just debts. 

Resolutions adopted upon the 
recommendation of that committee 
called attention to the N.R.H.A. 
Declaration of Merchandising Prin- 
ciples; commended jobbers for ef- 
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YowRE ALWAYS RINGING 
Up Saes Or 
‘HOPPE’S: 






HE season for gun cleaning never 

closes. Whenever there's shooting— 
and wherever firearms are being con- 
ditioned — there’s active need for 
Hoppe’s No. 9 and its allied Hoppe 
products, Hoppe’s Cleaning Patches, 
Hoppe’s Of] and Hoppe’s Gun Grease. 


HOPPE’S No. 9 
the famous bore-cleaning solvent, re 
moves leading, metal fouling, all firing 
residue, cleans gun bores mirror-bright 
and PREVENTS RUST. 


HOPPE’S Cleaning 
PATCHES 

of correct canton flannel, cut to size, in dust-proef 

cartons, are inexpensive, handy, better than rags. 

Five standard round sizes, one square, one oblong for shotguns. 


HOPPE’S Lubricating OIL 


Specially refined for gun actions, pure and penetrating, abolishes fric- 
tion. Cleans, polishes, prevents rust. Perfect for fishing reels, all 


heuseheld, office and home workshop oiling. 


HOPPE’S Gun GREASE 
dis needed right now for all thick swabbing in gun 
bores and te coat all outside metal surfaces of guns 

stored for the winter. 
YOUR JOBBER WILL SUPPLY YOU PROMPTLY— 
ORDER NOW 
FRANK A. HOPPE, Inc. 
No. 8th St., PHILADELPHIA, PA. 


NEW YORK—Ed. W. Simon Co., 302 Broadway 
LOS ANGELES—H. L. Bowlds, 108 West 2nd St. 








THREADS UP TO ¥%” 


HANDY PIPE THREADER 


THE LOW PRICED SET 






An Armstrong Quality Product 











ARMSTRONG "2." 








Only threader ret with 
genuine ARMSTRONG 
“Kalorized’ SOLID DIES 
for pipe, bolt and rod. Dies 
are self starting—go over 
meanest burr. Adjustable 
guide which eliminates 
bushings, an added selling 
feature. Dies changed at 
touch of thumb. Integral 
Handles. 


Here it is! A practical, low 
priced tool demanded by the 
home mechanic, handy man, 
and hobbyist. 

A good mark up for a live, 
profitable market. DISPLAY 
IT. Handsome Display Board 
available, free with minimum 
deal. 








Order from your jobber or write for com- 
plete details and sales helps. 


BRIDGEPORT Sch" 








HARDWARE 
CLOTH 
COPPER 

BEARING 
STEEL 


You can sell Superior 
Brand with the assur- 





ance that every roll is 
made from Standard 


size wire 


G. F. WRIGHT STEEL & 
WIRE CO. 


Worcester, Mass. 


STOKER LINE 


priced to compete 





in the small-home market 


Phenomenal acceptance of our 
1935 automatic coal stokegs 
has created a business volume 
that, with new cost-reducing 
machinery, enables us to an- 
nounce drastically lower prices 
for 1936... . on regular pre- 
cision-built Link-Belt models, 
with new exclusive engineer- 
ing features added. The line 
is complete: domestic to 300 
H. P. 


Backed by a world famous, 
$18,000,000, AAAA1 rated 
company, 60 years in business, 
is an effective merchandising 
program that includes: 


—direct factory financing on a 
new 5% plan. 

—floor plan for display 
stokers. 

—advertising, promotion, 
sales and engineering assist- 
ance. 

—participation in local ad- 
vertisimg. 

—national advertising on 
stokers; company advertis- 
ing in more than 100 trade 
papers. 

—traveling representatives to 
help the dealer train men, 
survey jobs and close sales. 


Write for literature and deal- 
er plan; we will advise you 
if your territory is still unas- 
signed. 


LINK-BELT COMPANY 


Stoker Division 


2410 W. 18th St., Chicago. 


Send dealer plan to:. . 
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FRAMES: 





























Remind Your Trade That 


Calking Is 
An Easy Job 


Any handy man can apply Pecora Calking 
Compound around door and window frames. 
it is the sure way to make a residence or 
building weather-tight. Saves money for 
the owner on fuel bills by reducing heat 
losses, Avoids damage to interior by rain 
and snow seepage. You can safely recom- 
mend Pecora Calking Compound. Properly 
applied, it will not dry out, crack or chip. 
Specified by leading architects. Used by 
largest builders. Made by an old reliable 
firm. 


Show This Gun 


To Your Customers 


HIGH PRESSURE 


CARTRIDGE 


CALKING GUN 


a 


Calking made even easier by using this im- 
proved Cartridge Gun. No ratchets, no 
pawls. A great time and material saver. 
Specially designed for Pecora Calking 
Compound, packed in Non-Refillable Car- 
tridges of approximately One-Quart capac- 
ity. Get all the details. 


Write for Bulletin and Prices 








TRADE-MARK 


Pecora Paint Company, Inc. 


Lawrence & Venango Sts., Phila., Pa. 
Established 1862 by Smith Bowen 





Pecora Sash Putties and 
Pecora Perfect Patching Plaster 
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forts being made to enable their 
dealers to meet price competition; 
expressed appreciation of associa- 
tion services; asked dealers and 
wholesalers to eliminate non-essen- 
tial operating expense; pledged 
support to Federal legislation for 
protecting independent dealers 
against price discrimination; ex- 
pressed opposition to price filing in 
any form; protested the establish- 
ment of branch stores by whole- 
salers and manufacturers; deplored 
any effort to increase taxes, and 
voiced positive opposition to the en- 
actment of the Walsh Government 
Contract Bill, the O’Mahoney Li- 
censing Bill and the Black Bill for 
a 30-hour work week. Another res- 
olution bespoke the desire of the 


association to sell American-made 


binder twine and requested manu- 
facturers to provide independent 
dealers with twine of comparative 
quality at prices enabling them to 
meet the price of any other selling 
agency. 

In addition to the entertainment 
features already mentioned, the 
Keystone Steel & Wire Co., Peoria, 
[ll., exhibited a talking movie Tues- 
day evening, which provided mu- 
sical interludes, many pointers on 
farm fencing problems, and numer- 
ous “shots” of wire products in the 
making. On Wednesday night a 
reception and dance was given in 
the exhibit hall at the Seelbach, 
with the orchestra of Milburn Stone, 
a son of Secretary Stone, furnish- 
ing the music for the occasion, as 
it also did for the Tuesday luncheon. 





South Dakota Convention 


(Continued from page 104) 


ing Administration official, also 
spoke, telling of the government’s 
activities in its national housing pro- 
gram. 

G. R. Siddons, Platte, was elected 
president of the association, suc- 
ceeding J. C. Mulvaney, Hitchcock. 
Harry DeKraay, Rapid City, was 
named vice-president. C. J. Chris- 
topher was again chosen manager- 
treasurer, and Earl Erlandson, Cot- 


tonwood, association fieldman. P. N. 
Elving, Alcester; O. R. Baily, Alex- 
andria; William Weidensee, Gettys- 
berg, and P. Beaulieu, Winner, 
comprise the executive board. J. C. 
Mulvaney, M. E. W. Christiansen, 
Irene, and W. E. Kuhn, Belvidere, 
make up the advisory board. 

The association held its dance 
and frolic on the second evening of 
the assembly. 





Oklahoma Convention 


(Continued from page 106) 


E. Young, Fairview. L. C. Clark. 
president, Clark-Darland Hardware 
Co., Tulsa, was advanced from sec- 
ond vice-president to first vice-presi- 
dent. H. C. Dobyns, Dobyns-Lantz 
Hardware Co., Stigler, was elected 
second vice-president. Charles F. 
Nelson, Oklahoma City, continues as 
secretary-treasurer. New members 
chosen for the board of directors 
were: W. W. Hickman, Ponca City, 
and U. V. Darland, Seminole. Other 
directors are F. R. Murphy, Foss; 


L. R. Duff, Lawton; E. P. Hall, Du- 
rant, and C. E. Weber, Talequah. 


Ladies were entertained at a the- 
party Wednesday afternoon, 
and the convention closed Thursday 
evening with a banquet, special en- 
tertainment, dance and card party, 
at the Chamber of Commerce build- 
ing, through courtesy of the Manu- 
facturers and Wholesalers Division 
of the Oklahoma City Chamber of 


Commerce. 


ater 





Circular On B. W. H. 
Transmission Belts 


Boston Woven Hose & Rubber Co., 
Cambridge, Mass., has issued a cir- 
cular on its transmission belts made by 
a new process. According to the manu- 
facturer, through the perfection of a 
new and original rotary type of press, 
B. W. H. transmission belts are now 
vulcanized continuously, under absolute 
stretch control and pressure control 
which insures uniform thickness. It 
is stated that with every inch of belt 
perfectly vulcanized, there are no press 
overlaps, no press marks, no overcure 
or undercure at any point and a much 


higher coefficient of friction is obtained. 
The Bull Dog and Perfection Gold 
Edge belts are illustrated. 


Waco Data Book 
For Lamp Purchasers 


“Waco Data Book for Lamp Purchas- 
ers” is a recently published booklet 
of Wabash Appliance Corp., 331 Car- 
roll St., Brooklyn, N. Y. It answers 
important questions commonly asked 
about lamp quality, lamp efficiency, 
burning life, imported lamps, guaran- 
tees, tests, voltage, etc. The complete 
line of Waco lamps made by the com- 
pany is illustrated. 





HARDWARE AGE 








anu- 
ident 
ative 
m to 
Hing 


ment 
the 
oria, 
Tues- 
mu- 
s on 
mer- 
1 the 
nt a 
n in 
ach, 
fone, 
nish- 
1, as 
eon. 


ay.» 
\lex- 
ttys- 
ner, 
5. G. 
sen, 
lere, 


ance 
g of 


Du- 


the- 
oon, 
day 

en- 
irty, 
tild- 
inu- 
sion 


4 of 


ned. 
old 


has- 
klet 
Car- 
vers 
ked 
ncy, 
ran- 
lete 
om- 





THIS YEAR PUT THE NEW 


FERRY DISPLAY = 


TO WORK 
MAKING PROFITS FOR YOU 


T= YEAR an order for Ferry’s Seeds 
brings you a beautiful, ultra-mod- 
ern display—the finest sales assistant 
we've ever offered for use in the store. 
It doesn’t cost you a penny, and can be 
obtained with one, two or three shelves 
—to meet your exact requirements. 

The aluminum-coated metal frame 
rests on rollers, so it can be moved 
from one part of the store to another, 
or outside. Your garden-tool custom- 
ers can’t miss it. If you already have 
your new Ferry display, make it work 
for you to the limit. If you haven’t the 
display, order one now. 

The Ferry sales plan is the fastest, 
easiest way to build up real profits 
from this important line of your busi- 
ness. There are hundreds of varieties in the Ferry assortment. | 
All vegetable seed packets, and many of the flowers, are priced 
at five cents; cartons of beans, peas and corn at 10 cents. We can | 
also fill your orders for seeds in bulk. Ferry-Morse Seed Co., 
Detroit, Michigan, or San Francisco, California. 


FERRY-MORSE SEED CO. 

















ALLIGATOR 


TRADE MARK AEG. U.S. PAT. OFFICE 


STEEL BELT LACING 


For belts of all kindsand sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 
leading jobbers and listed in 
their catalogs. Not sold by mail 
order companies under its own 
or any other name. Specify 
“Genuine Alligator Steel Belt 
Lacing.”’ Order 
through your jobber. 
Sole Manufacturers | 
FLEXIBLE 


STEEL LACING CO. 
4616 Lexington Street, Chicago 





In England at 133 Finsbury Pavement, | 
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THE DEMING COMPANY 





NOTHING LIKE *8A1 | 





fl NOTHING LIKE THIS 
LUNG FIisH 


WHEN THE SWAMPS IN WHICH 
IT LIVES DRY UP, THE AFRICAN 
LUNG FISH CRAWLS INTO A 
BURROW, PLUGS IT WITH MUD, 
AND BREATHES THROUGH 
SMALL AIR-HOLES. 





» 


MOTOR Oil EITHER 


ITS THE QNE OIL MADE 
SPECIALLY FOR MOTORS 
OF ELECTRIC REFRIGER- 
ATORS, WASHERS AND 
IRONERS. OPENS BIG NEW 
MARKET FOR YOU. IT'S 
ADVERTISED IN COLLIERS 
REGULARLY- STOCK IT Now! 












X 
GULF ELECTRIC-MOTOR OIL 


For further information, write Gulf Refining Company, 
3800 Gulf Building, Pittsburgh, Pa. 











DEMING 


PUMPS 












and Water Systems mean to YOU! Ask your 
jobber or write us for complete details. 


“MARVELETTE" for Shallow 
Wells. $52.75 and up, 
F.0O.B. Salem, Ohio 







Figure 562 — 
“Worm Drive” 
for Deep Wells. 

95.00 
and up 
including 
cylinder 
F B 


Salem,O. 


25 BROADWAY e e SALEM, OHIO 


PUMP MANUFACTURERS SINCE 1880 
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UF KIN 


iat LS 
PRECISION TOOLS 


The 
Most Popular 
Steck Tapa Sala? 


[UEKIN 


. UNIVEFSAL” | 








Low in price to meet | 
popular demand | 
| High in quality for those | 
who want accurate 
| measurements 





Lufkin Measuring Tapes are 
| made in various types and grad- 
| uations and are the recognized 
| standard of accuracy wherever 

measurements are taken. 


Sel them 


‘with confidence 








Send for General Catalog No. 12 





THE JUFKIN RULE [0 


SAGINAW, MICHIGAN, U.S.A. 


NEW YORK 


06-110 Lafayette St. 


(OF-Tal-lolT-lalat- lon delat 


WINDSOR, ONTARIO 








Why Chain Stores Sell More 


(Continued from page 110) 


Large bins on ends of counters are 
filled with fast moving merchandise. 
It is only good business to give 
prominence to such merchandise as 
sells best, and makes you the most 
money. 

Couple this up with real lighting 
until the merchandise actually 
shines and you build an atmosphere 
that is at once comfortable and in- 
teresting. People like to shop when 
they come into stores like this. 

I sometimes think it is too bad 
that hardware stores are not always 
located in basements rather than on 
first floors, for they would be forced 
to keep lights burning all the time. 
“In the gloaming” may sound ro- 
mantic, but not very business-like. 

And now to summarize that which 
I have tried to tell you. I can do 
it very briefly with these words: 

If the chain store is doing things 
better than you are, you have to 
step up your merchandising until 
you do the same things equally well. 
Otherwise, how can you remain 
competitive, and what license have 
you to expect your customers to be 


loyal unless you offer equal services 
and values, as those they can get 
elsewhere. 

Why should you ask those who 
spend their money in your store to 
pay the added cost of—merchandise 
that stays on your shelves years at 
a time—of unnecessary help in dull 
seasons—of excessive merchandise 
costs, when you pay a price that 
makes it impossible for you to meet 
competitive figures—of operating a 
store that is not meeting the ef- 
ficiency of others which are super- 
vised by those who specialize in ef- 
ficient and up-to-date methods and 
merchandise. 

Today nobody owes you any busi- 
ness. You must merit it by becom- 
ing the best kind of merchant—as 
good as any one of whom your cus- 
tomers might go to for their mer- 
chandise needs. 

Said in the words of Buick, it 
would be: If better ways of mer- 
chandising are found, the syndicate 
stores will find them. 

That is why the chains sell more 
merchandise today. 





Marshall-Wells Associates 


(Continued from page 82) 


meetings, and budgeting and sport- 
ing goods were handled by Harvey 
Sedgwick and Frank Brooks respec- 
tively. Mr. Olsen and Ed Grinnell 
took charge of the stoves and range 
sessions. 

Monday night dinner was served 
at the Glass Block restaurant, Tues- 
day night at the Hotel Duluth, 
Wednesday night at the Hotel Spald- 
ing and Thursday night the final 
banquet was at the Hotel Duluth, 
where Seth Marshall, president, 
made appropriate closing remarks. 
The annual stag party and smoker 
was held Wednesday night. 

A feature of Thursday’s program 
was a trip to the plant of the Amer- 
ican Steel & Wire Co., at Morgan 
Park, with special trains to and from 
the plant. 

Dealers came from Michigan, 
Minnesota, Wisconsin, Iowa, North 
and South Dakota and Montana. 

Under the direction of Mr. Hart- 
well and Max Smith a merchandis- 
ing school was held at the gym di- 
rectly after the Tuesday dinner. 
This was well attended and was de- 
voted to instruction in window and 
table display work with demonstra- 
tions. 


The 1936 advisory board of Asso- 


ciate Dealers who work with Mar- 
shall-Wells buyers and executives 
was announced Tuesday morning at 
the opening of the session. There 
are six dealers on the Associate plan- 
ning committee and eight dealers on 
the Associate advisory committee. 
The planning committee members 
are: Einar Olsen, Guarantee Hard- 
ware Co., Wisconsin Rapids, Wis.; 
Bob Fesenmaier, Robert Fesen- 
maier, Inc., New Ulm, Minn.; Ray 
Remington, Remington Yards, Hib- 
bing, Minn.; Art Strom, M. W. As- 
sociated Stores, Glasgow, Mont.; 
Herb Adams, Adams Hardware Co., 
Cavalier, N. D., and Sylvester Eckes, 
Eckes Hardware, Marshfield, N. D. 

The advisory committee members 
are: Charles Pillsbury, Pillsbury 
Hardware, Devils Lake, N. D.; Bill 
Powers, H. D. Powers, Grand Rap- 
ids, Minn.; Harry Meyer, Farmers 
Hardware Co., Shawano, Wis.; Ben 
L. Quirt, Ben L. Quirt Hdwe. & 
Furn., Iron River, Mich.; Gus Hil- 
lerud, G. Hillerud Hardware, Sauk 
Center, Minn.; Gil Johnson, Conlin- 
Johnson Hdwe. Co., Williston, N. D.; 
Joe Schmitz, Schmitz Hdwe. Co., 
Valley City, N. D., and Joe Vande- 
berg, Vandeberg Hardware, Bald- 
win, Wis. 


HARDWARE AGE 
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Bores Any Arc 


of a Circle 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 











Now... 
Guaranteed 
for Life! 


Imagine how the idea is 
going to take with 












A startling state- 
ment, that you 
can back up by 
this tag on 

every Premax! 


Mh, 


Get Bul- 
letin H and 
prices today. 
Your jobber 
can supply you 
with stock or 
sample. Write 
him now! 







The finest 
sprinkler in 
America today! 
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Nationally 
Advertised 


We invite every dealer and wholesaler to 
consider our sales policy, which has guided 
us for over 34 years. 

This 3-way partnership for our mutual in- 
terests is far more important than temporary 
price advantages and quality sacrifices. 


ne r P 0 0 
= FYING nae = 


Our national advertising has created more than 
just consumer acceptance. It has established a 
recognized standard of quality in Roller Skates 
—and the name “Chicago” means much to 
dealers who want to enjoy protection, good 
profits and more sales. 


Our price range meets your customer’s purse. \ 
Write for details and our printed Sales Policy. 


CHICAGO ROLLER SKATE CO. 


Roller Skates With Records for Over 33 Years 
4456 W. Lake Street t+ CHICAGO, ILL. 


Yew Success Story 
START ON TOP! 


( } 





















.and 


Work 
to the 
Bottom 


The man who starts at the bottom and works 
to the top has long been celebrated in song 
and story. In the paint and brush business the 
plot is reversed. You start at the top and work 
to the bottom. @ Brushes by Baker are good 
from top to bottom. Jobbers who handle the 
Baker line will serve you with brushes that start 
on top and work to the bottom. 


B\ 
(D &) Fundamentally yours 


REG. u S. PAT. OFF, 


baker brush coin 


87 GRAND STREET @ NEW YORK 
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THE PROFITABLE 
WAY TO DISPLAY 
AND SELL 


CASTERS 





The Bassick Display Block 


A sales producing display 

(8“x12") with samples 

mounted on removable 
wooden plugs. 


Read what one hardware dealer 
in Manistee, Mich., says about this 
practical, profitable sales help: 


“This display block has 
sold more than 50% more 
casters than we could have 
sold without it’’. 


The Bassick display block is avail- 
able to all dealers who purchase 
the “Quality Group”. 


Write for complete informatior-. 









** Diamond -Dart”’ 
No. 7258x42 — 15" 
No. 5258x42 — 1%" 


With rubber or solid tread 
composition wheels for 
beds, tables and miscella- 
neous furniture. 


THE BASSICK COMPANY 


Bridgeport Connecticut 
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How's the Hardware Business ? 


(Continued from page 73) 


the Delco-Frigidaire Conditioning 
Corporation, to look after this im- 
portant new development. Individual 
manufacturers at the Chicago meet- 
ing reported sales increases thus far 
this year at 25 to 200 per cent above 
sales a year ago. 
* * % 

While sales activities, and all 
trafic and travel, have been seri- 
ously slowed by the recent weeks of 
severe storm and cold, there have 
been compensations in the resulting 
large demands for emergency sup- 
plies. The immediate and sharp 
call for winter merchandise, like 
that for coal and other fuels, re- 
vealed a shortage in many areas. Re- 
tail stocks of axes, shovels and 
picks, of oil and electric heaters, of 
tire chains and denatured alcohol, 
of warm clothing, gloves, mittens 
and blankets, have been frequently 
insufficient to supply the heavy de- 
mand, and wholesalers have been 
called on for an unusual amount of 
rush service. January had started 
with a very satisfactory rate of in- 
crease over 1935, in general retail 
sales, but after the middle of the 
month, shopping became so difficult 
that early gains were largely offset. 
It will be remarkable, therefore, if 
final January totals shall be found 
ahead of those of a year ago. Whole- 
salers have fared rather better than 
their customers. Although traveling 
salesmen have found parts of their 
territories inaccessible, they have 
had a better share of the time and 
attention of the merchants they 
could reach. There has, too, been 
a fine backlog of early spring 
“futures” in the files of most whole- 
salers, which could be shipped dur- 
ing January, and these have con- 
tributed toward a _ much-needed 
boost for the month. 


* * *% 


{ll classes of trade are still 
confident of a reasonably busy 
spring, though since the AAA deci- 
sion, expectation is a bit more con- 
servative among distributors who 
depend upon the farmer’s spending. 
No setback is seen to agricultural 
prosperity, but a larger share of the 
farmer’s money must now come as 
the fruit of his own efforts. It is 
natural that the spending of earned 
money will be more canny and con- 
sidered than the spending of gov- 
ernment “windfalls.” Nature’s con- 
tribution thus far, to the 1936 crop 
season, has been encouraging. Wide- 
spread snowfall assures reserves of 


moisture, as well as protection of 
plantings previously made, and it is 
said that the extreme cold has killed 
much destructive insect life. Agri- 
cultural hand tools sold well during 
last fall, for 1936 shipment, but cur- 
rent new ordering is very heavy 
notwithstanding. Harness sales are 
making great gains, due in part to 
still low costs with more advances 
coming. but due even more to the 
restoring of the horse as an indis- 
pensable “farm hand.” Tractor sales 
have been forging ahead, and will 
continue, but many small farms, and 
some large ones, have found “horse- 
power,” in its original sense, both 
more economical and more flexible 
in many situations. 
* & # 


Winter sports are gaining in 
popularity and publicity, and a 
great many stores have cashed in 
handsomely this winter on the grow- 
ing demand for sleds, toboggans, 
skates and particularly skis. 
These are no longer considered the 
playthings of children, but whole 
communities are organizing an ac- 
tive and healthful social program, 
for men and women, centering in 
these winter sports. Railroads are 
offering low fares and all-expense 
week-end trips to resort regions 
where outdoor activities reign. There 
is doubtless an untouched source of 
sales and profit for many a live 
hardware store, in catering to this 
growing fad in likely neighborhoods 
not yet reached. 

* * * 

Motor car manufacturers are 
apparently marking time and wait- 
ing future developments. Antici- 
pated February schedules have been 
cut and it is said that there is a hesi- 
tancy on the part of car builders to 
place orders for steel to be delivered 
four to six weeks in advance. De- 
troit manufacturers are now operat- 
ing their plants four days a week. 
Despite this temporary recession in 
production activity, the outlook for 
the year still remains bright. De- 
cember production of passenger cars 
and trucks in the United States and 
Canada was 421,579 units, as com- 
pared with 156,318 units for the 
same month in 1934. The total pro- 
duction for last year was 4,182,491 
units, as compared with 2,869.963 
units in 1934. 

* * * 

Final figures on 1935 wholesale 
hardware sales, by percentage of in- 
crease, as reported to Federal Reserve 
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Uniform 


That’s Why Fowler & Union Brands 
Have Been the Blacksmith’s Favorite 
for Over 50 Years! 


Uniform from head to 
Hardness joint, do not buckle 


in hard feet, drive where you want 
them to go. 








taper blade, entirely free from 
“waves.” Sharp, reinforced point. 


WY ° Made on our own pre- 
4 Quality cision machines, so accu- 
ee rate that every nail in the box is ex- 

N actly the same. 


Three Quality Brands 








| Cold-Rolled 


Order from Your Jobber 


The FOWLER & UNION HORSE NAIL CO. 


1000 MILITARY ROAD, BUFFALO, N.Y. 
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WITH PRIVATE 
BATH FROM 
$ 2° The charm of a Michigan 
Avenue address -the lux- 
pontepey ury of Hotel Auditorium 
BATH FROM service - the convenience 
$ ( 50 of its "just off the Loop” 
‘ location - the delights of 
its world famous dining 
room -all these are now 
yours at a very 
Mi economical cost. 
a HOTEL 
min |! AUDITORIUM 
MANAGER i 
Se MICHIGAN AVE. AT CONGRESS ST. 
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Clean, accurately centered 
YJ Shape hold-fast head ; perfect- | 
& 


| — NORTHWESTERN-CROWN-UNION | 

















_ its small cost many times over. 





7436 Second Ave., Detroit 








Novel Demonstration Sells This New 


WATERPROOFING 


ON SIGHT! Shows how any- 

* thing made of 
cloth, canvas, leather, or wood can 
be made waterproof instantly—with- 
out stopping up the pores or keeping 
out air. Increases life of material; 
makes leather soft and pliable; saves 


RAINY DAY 


WATERPROOFS Clothing, Shoes, 
High-tops, Waders, Tents, Tarps, 
and Auto Tops—Without Grease 
or Oil. 


A sure way to year-round profits. 
Every farmer, every sportsman, every quarts Pints Shoe Size 
business, every home (especially with $1.25 75¢ 25¢ 

children) has dozens of uses for 
RAINY DAY! Easy to use: just rub FREE! 


on, spray, or dip. 2 a 








Order from your jobber or direct if ee print 
he cannot supply you. Attractive Show _ your 

* : s custom- 
sales helps. Nationally advertised in ere. that yeu 
Popular Mechanics, Popular Science can make a 


Monthly, and Sports Afield. Complete wed hold 
information upon request. 


PROTECTION PRODUCTS MFG. CO. 














An EXTRA $60.00 
i me sa 


You can make approximately that 
much extra money each month rent- 
ing out a SPEED-O-LITE Sanding 
Machine. You can also make extra 
profits on sandpaper, brushes, var- 
nish, lacquer, wax, shellac, etc., 
needed for floors. 


Dealers find our Sanding Ma- 
chines easy to rent. The adver- 
tising we supply definitely as- 
sures success of the rental 
service, creating new custom- 
ers and additional profits. 


The 
SPEED LITE 


Floor Sanding Machine 


It is light, easy to handle; 
requires no experience, works close 

to corners; has a _ special ball-bear- 

ing motor g t burn-outs. Built for many years’ 
service. Now is a good “time for rentals. Our Sander costs less 
than most Dealers suppose and our Time Payment Plan is espe- 
cially interesting. Mail coupon now for full information. 


Lincoln-Schlueter Floor Mach. Co., 212 Grand Ave., Chicago, Ill. 


Please send us full information covering the new SPEED-O- 





















LITE SANDER. CJ Interested in time payment plan. 
en EE Ree OE BG OF Enis eo Sa ee Tee 
Nt 8 oh pene ts Meee yogi a alee di eer s cae 
| RE reer eee yy ear P 
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INDIA 


pw 


a 


More Sales 
in 1936! 


Egg prices are up.... Live poultry 
prices have increased.... The de- 
mand for baby chicks is booming. ... 
Poultry raisers are buying .... All of 
which means more Poultry Netting 
Sales for you in 1936. 
New fences must be erected; old ones 
replaced. The first signs of spring will 
bring customers into your store asking 
for poultry netting. 
Be prepared to meet this demand with 
ample stocks of U. S. HEXLOK--the 
perfect hexagon mesh netting--and 
U. §. STRAITLOK--the perfect 
straight-line netting! Place orders 
now for prompt delivery! 

Ask your jobber or write direct to us! 


INDIANA 


STECL & WIRE CO. 


MUNCIE INI ANA 
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Banks are now available, and reflect 
the accuracy of an estimate made 
in these columns in our issue of 
January 2. It was estimated at that 
time, on the basis of reports received 
for the first ten months of the year, 
that the increase in sales for the 
country as a whole would average 
approximately 10 per cent. The final 
figure was 11.3 per cent, with the 
increases by Federal Reserve Dis- 
tricts being as follows: San Fran- 
cisco, 17.5 per cent; Dallas, 11.3 per 
cent; Kansas City, 3.1 per cent; 
Minneapolis, 13.0 per cent; St. 
Louis, 9.3 per cent; Chicago, 21.0 
per cent; Atlanta, 7.9 per cent; 
Richmond, 7.6 per cent; Cleveland, 
10.3 per cent; Philadelphia, 12.0 per 
cent, and New York, 3.2 per cent. 


* & * 


Improved conditions during 
the current year are foreseen by D. 
A. Williams, president, Continental 
Steel Corp., Kokomo, Ind., who 
says: “The optimistic confidence 
with which this company entered 
1935, based both on general condi- 
tions and the markets it serves and 
on its individual outlook at that time, 
has been well fulfilled by the devel- 
opments during the year. Looking 
ahead into 1936 we see prospects 
even better. I do not mean that 
1936 will show as much general im- 
provement over 1935 as that year 
did over 1934—though it might—but 
rather that the ground already 
gained is more securely held; that 
conditions are more stabilized so 
that we and our customers can make 
plans and commitments with more 
confidence.” Mr. Williams also 
stated that consumer acceptance in 
both the industrial markets is rap- 
idly increasing for the company’s 
fence wire and roofing sheets having 
special corrosion-resistant finishes. 


? gg 


The Wooster Brush Co., 
Wooster, Ohio, reports a sales in- 
crease for the first nine months of 
its current fiscal year of 45 
per cent over the same period a 
year ago, with the month of Jan- 
uary, 1936, reflecting an increase 
of more than 67 per cent over Jan- 
uary, 1935. 


* * a 


The number of unemployed 
decreased by 218,000, or 2.4 per 
cent, during December, to a new 
total of 8,979,000, according to a 
report by the National Industrial 
Conference Board. The gain in 
employment over December, 1934. 
was 9.3 per cent. Trade figures 
showed the greatest gain—350,000 
—chiefly in retailing. Manufactur- 
ing and mechanical industries 


showed an employment loss of 
77,000, transportation a loss of 
34,000, and domestic and personal 
service a loss of 30,000. 


* * * 


Business failures, reported 
by Dun and Bradstreet, Inc., for 
the week ended January 23 totaled 
252, compared with 246 in the pre- 
ceding week and 259 for the same 
week in 1935. Insolvencies rose 
in the East but were lower in other 
areas. 

* * * 

Bank clearings reported by 
22 leading cities in the week ended 
January 29 were $5,272,618,000, 
or 3 per cent ahead of the same 
week last year. The previous week 
had shown a rise of 14.7 per cent. 
Although the latest week’s clearings 
at New York City were 2.7 per 
cent under the total reported for 
the corresponding week in 1935, 
gains were reported in all other 
leading centers, sufficient to estab- 
lish a betterment in the national 
totals. 

* * * 

A more than seasonal de- 
cline of 4.4 per cent, from the 
week preceding, occurred in rail- 
road freight traffic for the week 
ended January 25. The drop was 
chiefly due to the severe weather 
conditions. However, shipments 
for the week remained 5.2 per cent 
above a year ago, and the total 
volume of 584,691 cars was the 
largest for that period since 1931, 
setting a five-year seasonal peak 
for the ninth consecutive week. 
Loadings exceeded last year by 5.2 
per cent, and were 3.8 per cent 
above 1934. While the cold wave 
proved a deterrent to freight traf- 
fic, the electric power industry 
benefited correspondingly. Produc- 
tion of electricity in the United 
States for the week ended Jan- 
uary 25 was 1,955,507,000 kilowatt- 
hours, compared with 1,781,666,000 
in the same week of 1935. The 
gain over last year amounted to 
9.8 per cent. All important manu- 
facturing areas showed gains over 
the same week last year. Percen- 
tage advances were: New England, 
5.7: middle Atlantic, 7.5; central 
industrial, 8.3; west central, 11.7; 
southern states, 12.3; Rocky Moun- 
tain, 22.4; and Pacific Coast, 12.2. 


* %* * 


The balance of foreign trade 
in favor of the United States dur- 
ing 1935 was at the second lowest 
point in 25 years, according to fig- 
ures released by the department of 
commerce. Last year exports were 
$234,226,000 more than imports. In 
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Hanger No. . “Glide”, the ORIGINAL water- a ; ‘ 

1—for doors up to Weatherproof, ghed track. Track-and-cover in one 0.500 Ibs. Used with 
1,000 lbs. Applied in-  bird-proof cOon- piece. Patented telescopic joint “Shedwel” an in- 
side, protected, ap- struction. Note no brackets required. expensive but sturdy 


Plicable to any thick- wide-tread for track Has all the 
ness of door. Flexible roller - bearing features of the fam- 
hinged drop strap. hanger wheels. ous ‘Glide’. 





Barn Door Hardware Garage Hardware —Complete Hard- Write today for complete 
— r He —Over-the-Top” pasa aT pg information and prices 
- aaa Equipment for cupboard p 
—Gers ° D , —‘‘Around - the - doors, cabinets ———— 
aabdile 0°0 . ai . » ar 71 ’ 
Corner" Sets cellar windows 
Sets, Hinges, —Sliding - Fold- screen doors FRANTZ MFG. co. 
Hasps, etc. ing Sets screen sash 


Guaranteed BUILDERS HARDWARE —Swirging Sets etc. 









Door 
Hanger 
No. 12—for doors up 





Glide Door 








STERLING, ILLINOIS 























Depend on 2 C HM 


for ALL Types of 








ones? 





Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 





LADDERS 


Rich ladders are outstanding in qual- 
ity, and the line is complete from the 
smallest to the largest sizes. The Rich 
line includes Fruit Pickers’ Ladders, 
Platform Ladders, Sectional Ladders, 
Window Cleaning Ladders, Paper- 





hangers’ and Decorators’ Rodded 
Ladders, Scaffolding, Trestles, Adjust- 
able Seaffold Jacks, Step Stools and 
every other type and size of ladder 








your trade might call for. For both 
regular and unusual types of ladders, 
turn to RICH. Better quality—better 
values always. Rich ladders win cus- 
tomer preference because they are 
unequaled for safety, durability and 
light weight. 


Prompt Shipments 
Large stocks of RICH Ladders at con- 
veniently located shipping centers, to- 
gether with modern manufacturing 
methods and great plant capacity 
assure prompt service on all orders. 


Other RICH Specialties 


Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 
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lroning Tables—Clothes Props— 
Wash Boards, ete. 
isk your jobber. Write 
us for complete catalog. 


The Rich Pump & Ladder Co. 
1028 Depot St., Cincinnati, Ohio 




















Made in three| 
models—a deluxe 
two-burner, an 
utility two-burner 
and a one-burner. 





SALES APPEAL ano SALABLE PRICES 


are combined in the 1936 line of 


rik GASOLINE 
Made, CAMP STOVES 


Turner Stoves appeal instantly to both the experienced campers and ‘“‘first timers” because of sturdy con- 
struction and attractive appearance. In addition the Turner is the most efficient and practical camp stove 
made. Each burner is individually operated and controlled permitting fast and slow cooking at the same 
time (a feature found exclusively in Turner Stoves). The burners light instantly and develop an intensely 
hot flame. The fuel tank is easily removed for filling and has a built-in safety pump. 


Priced at no more than ordinary camp stoves—you can increase your sales and profits with the Turner line 


—your jobber can supply you. 
¢ Jate Tomax 
Sycamore, lil, U.S.A. 
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WITH A LOOSE-LEAF CATA- 
LOG, YOU CAN SHOW AN 
ILLUSTRATION OR QUOTE 
A PRICE zustantly » » » 


When your customer asks for information on 
a large unit of sale which you do not stock, 
that is no time for fumbling with supplements, 
slips, or an obsolete, undependable tight-bound 
catalog. That’s when you cash in on up-to-the- 
minute information — the kind you always 
have, on every item, when your wholesaler pro- 
vides you with the modern Heinn loose-leaf 
system of catalog service. Ask your wholesaler. 





% A_new efficient loose-leaf catalog issued 
by Wisconsin Hardware Company. Their 
retailers say, ‘I know’’ — and do a real 
job of merchandising. 


Wholesalers: Write on your letterhead to THE 
HEINN COMPANY, Dept. 226, 326 W. Florida 
St., Milwaukee, Wis., for new book, ‘“The Catalog 
Question,’’ showing how you can serve your dealers 
better and make more money with a loose-leaf catalog. 


nel BINDERS 


Originators of the Loose-leaf System of Cataloging 
Branch offices in principal cities 
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1934 the export surplus was $477,- 
745,000. The total of America’s 
foreign trade, however, reached the 
highest level since 1931. Exports 
were 7 per cent more than in 1934 
and imports increased 24 per cent. 
Exports of goods last year aggre- 
gated $2,282,023,000 and imports 
were $2,047,797,000. Largest im- 
ports for all of 1935 included farm 
products, wood and paper, metals, 
and manufactures. Leading ex- 
ported lines were machinery and 
vehicles, mostly automobiles and in- 
dustrial machinery, and nonmetallic 
minerals, mostly petroleum and 
petroleum products. 


+ + 


Sales of the General Elec- 
tric Company during 1935 amounted 
to $217,361,587, an increase of 18 
per cent over 1934. Volume of 
sales billed in 1935 by the Westing- 
house Electric & Mfg. Co. was the 
best since 1930, and a gain of ap- 
proximately 35 per cent over 1934. 
The company’s sales of refrigera- 
tors rose 46 per cent, while sales of 


electric ranges increased 49 per 
cent. 
* * * 
Factory operations during 


January suffered from weather con- 
ditions, though steel output was 
well maintained at around 50 per 
cent of capacity. Heavy construc- 
tion awards for January exceeded 
288 million dollars, double last 
year’s. Structural steel awards 
totaled more than 100,000 tons, 
against 76,000 tons in December. 
Railroads are again becoming fac- 
tors in the steel market. Purchas- 
ing of rails, track fastenings, freight 
cars and locomotives has increased 
importantly during the last two or 
three months and there is promise 
of further business. Automobile 
makers are feeling some reaction 
from the busy ordering of Novem- 
ber and December, and used car 
sales were greatly slowed during 
the sub-zero days. Increased pro- 
duction schedules were adopted by 
manufacturers of plumbing sup- 
plies, building materials, and elec- 
trical equipment, with most of the 
paint factories running full time to 
catch up with delivery dates. Mak- 
ers of both farm equipment and 
rubber products operated at a 
higher rate than a year ago. 
* * * 


Portland cement shipments 
in 1935 were lower, with the excep- 
tion of 1933, than in any year since 
1918, with the deficiency being at- 
tributed, for the most part, to the 
virtual absence of private work. The 


1935 total was 74,934,000 barrels 
of approximately 380 pounds each, 
with the total 1.3 per cent under 
that for 1934. All of the first eight 
months, except March, showed de- 
creases from the preceding year, 
while gains were registered in the 
last four months. In the first eight 
months, the decrease was 7 per 
cent. 
* 8 # 

Wholesale collections and 
sales in 97 cities during December 
revealed an encouraging return to- 
ward fall levels, after resisting sea- 
sonal declines, according to the 
January survey of the National As- 
sociation of Credit Men. In con- 
trast to 49 cities reporting “good” 
collections and 47 “good” sales, 
the current study has 55 cities in 
the “good” collections, and 64 in 
the “good” sales column. Slow 
collections are reported by only 
two cities, in contrast with nine the 
previous month, while slow sales are 
noted by only one city, a drop of 
two from the month preceding. 

* * * 


The volume of department 
store sales in 1935 was 7.1 per 
cent larger than in 1934. Total 
retail sales for last year were 12 
per cent more than for 1934, and 
28 per cent above 1933, but still 
nearly 10 per cent lower than in 
1931 and about 35 per cent below 
the level reported in 1929. In some 
commodities, such as rayon, woolen 
goods, shoes, oil burners, electric 
refrigerators, vacuum cleaners, cig- 
arettes, air-conditioning equipment, 
and gasoline, demand expanded to 
the highest level since 1929, and, 
in some cases, to new all-time highs. 


* * 

Business in the United States 

spent $155,000,000 in 1935 for 
plant and equipment, compared 


with $85,000,000 in. the preceding 
year, according to a report by the 
Securities and Exchange Commis- 
sion. New issues of stocks and 
bonds amounted to $2,667,000,000, 
compared with $630,000,000 in 1934, 
a great proportion representing 
corporation refunding operations. 
Officials interpreted the 1935 gains 
as indications of a reviving capital 


market. 
* * * 


Income of the United States 
in the next six months, according 
to estimates made by the Brook- 
mire Economic Service, will be 14 
per cent higher than for the same 
period a year ago, and 38 per cent 
higher than the average for the 
same period in the last three years. 
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OBVIOUSLY 
A SELLING IDEA 


What could be MORE obvious than the 
"Blac-Link" silhouetted against the pure 
white background . it obviously 
assures quick, absolute detection of 
blown fuses . . . and just as ob- 
viously it assures MORE plug fuse 
profits for you! 















Order from your jobber today 
. then display this forceful 
display carton for MORE plug fuse 
sales! 
Carries Underwriters’ Label 


THE CHASE-SHAWMUT CO. 
NEWBURYPORT ~ MASS. 











FUSE SPBSCCALISCTS SInce 
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TREMENDOUS MARKET 
for Low-Priced 


MAILMASTER 


Notice the number of mail 
boxes right in your own vicin- 
ity that need replacing. Ap- 
proximately 15,000,000 mail 
boxes now in use are so out- 
moded and disreputable look- 
ing that it is a disgrace to 
allow them to remain in their 
places of prominence; also 
more new houses are being 
built now than for the past 7 
or 8 years, and every house 
needs a mail box. 


ae wean ne 22 Take advantage of this vast 
ga. material . . , market. Display the low-priced 
pilfer-proof slot... MAILMASTER and the other 
pe vd oe yy top, Fulton Mail Boxes—let the public 
pan = Nig - oane - ye al be one of your 
quality box at a est sellers. 


bargain price ever , ‘ P 
beele Saar “an Write for full information and 


afford. prices. 

PATENT NOVELTY COMPANY 
305 Eighth Ave., Falton, Ill. 
POLLY PRIM DUST PANS JUMBO FIRE SHOVELS 


POLLY PRIM RECIPE CABINETS FULTON CRUMB SETS 


FULTON DOCUMENT BOXES 
RUST-RESISTING MAIL BOXES BLUE-BIRD INDOOR CLOTHES 
POLLYANNA DUST PANS LINES 























NO MORE “GYP” FLINT 


(AS FAR AS WE ARE CONCERNED) 


Effective January First, 1936, we have discon- 
tinued the manufacture of Flint Sandpaper in the 
834” x 102” size. 

On and after that date we offer only our First- 
Quality JEWEL Brand, full 9” x 11” size, made 
from first-quality materials and packed either in 
the waste-saving Jewel. carton or the time-saving 
Jewel shelf dispensing box. 





A Genuine Jewel Abrasive 
BEST OF THE BETTER BRANDS 


And—best of all—Genuine First-Quality Ql %, 
JEWEL Sandpaper will cost you no more  \GcMsnusived, 
than the “scalped” size! St 


ABRASIVE PRODUCTS, INC. 


Manufacturers of Coated Abrasives for Wood, 
Metal, and Leather Working 


SOUTH BRAINTREE, MASS.., U.S.A. 


General descriptive catalog, now on the press, 
lists many improved time and money-saving 


> abrasives. 
Shall we reserve your copy. 


Just mail the coupon—Pin it to your letterhead if you prefer. 


Abrasive Products, Inc. 
South Braintree, Mass. 


Reserve my copy of your new catalog (H.A.4) 

















METAL SIGNS 
1S YOUR LAWN AND GAR- 
DEN DEPARTMENT COM- 
PLETE? SELL “Please Keep 
Off Grass’’ signs—along with 
your grass seed, 

A tried and proven 15¢ seller 
roy. year. 

DESCRIPTION. —Metal Plate—5 by 8 
inches—black lacquer background—white 
letters, and border stake attached. 
PRICE—6¢ each in 2 doz. lots. 






5¢ each in = lots—F.0.B. Shipping 
+ 27 «Ibs. ny 100 sign 
ALSO CARRY A ‘COMPLETE STOCK OF 
METAL. SIGNS AS “No Hunting,’ ‘For Sale,’ 
“Office,’” ‘‘No Parking,’’ and over 100 others. 
Write for our complete list and descriptive circular 


CLOUSER BROS. 


100 Transportation Bidg. Indianapolis, Ind. 








Chicago Rawhide and Indian Tan 


a) 





Better Laces— 
flexible, tough, dur- 
able—that retain their 
fibre strength and toughness. 
—Specially tanned without 
lime, acids or injurious 
chemicals. Uniform thick- 
ness, accurate widths. 
Proof-tested for strength. 
Each dozen pair in a 
Counter Display Box 
They sell themselves; 
build repeat business. 
rite for 
Price Circular 
Chieage Rawhide Mfg. Co. 
1285 Elston Ave., Chicago, U.S.A. 


















Be prepared for the spring 
season. Order now! 


HINDLEY WIRE GOODS 


WIRE SPECIALTIES 
BRIGHT WIRE GOODS 
COTTER PINS 
EYE BOLTS 


Write For Our Catalog 


HINDLEY vauerraus re. 











oo MORTAR HODS 


No dripping onto 
the user’s back. 
Made entirely of 





steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork is pressed 
from heavy gauge 


steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St, and Hamilton Ave. 
a a Cleveland, Ohio oe 7 








ROCHESTER ADJUSTABLE 
SASH BALANCES 


*) A product of Guar- 


anteed quality. Real 
profit in handling 
them. 


0 
° 





a Write for prices. 
a 


Rechester Sash Balance Co., Ine. 








Rechester, N. Y. 





‘SUN HINE’ 
Frene 3, Ae 
cHAM 


MADE IN U.S.A. 


ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL MASS. 
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Snap-Cut Tree and 
Shrub Pruner 
In this pruner, the “Snap-Cut” action 


is mounted on a light weight, strong, 
aluminum shaft. The 4 foot length is 





suited for pruning briars, fruits, roses, 
shrubs, etc. The 6 foot length is suited 
for pruning fruit trees, high vines, etc. 
Will cut up to % inch branches with 
ease. Seymour Smith & Son, Inc., 
Oakville, Conn. 





Evinrude 1936 Hooded 
Power Fisherman 


In this model the carburetor, spark 
plugs and wiring are housed in an 
aluminum covering from which the new 
style valve lever and the primer lever 
protrude. An integral drip pan reflects 
casual carburetor drippings outside the 
boat. A large carrying handle is formed 
integral with the hood at the exact point 
| of balance. According to the manu- 
| facturer, other improvements are the 
| rubber mountings which “float” the 
| motor so that no vibration reaches the 
boat; a completely shock-proof steering 
handle that retracts whea tilting; rub- 
ber-cushioned propeller drive; propeller 
is of the weedless type. Motor it is said 
develops 4.4 N.O.A. certified brake 
horsepower at 3500 r.p.m., and an im- 
proved co-pilot feature keeps the boat 
upon a set course while the operator’s 
hands are busy. The 1936 Fisherman 
lists at $110 f.0.b. factory. The Weed- 
less Fisherman with patented weedless 
gear housing but otherwise identical to 








the standard 1936 Fisherman lists at 
$10 higher. The 1935 Fisherman model 
listing at $95 also remains available. 
Folder on the Fisherman model is avail- 
able. Outboard Motors Corp., Milwau- 
kee, Wis. 








| Prize-Winning List of ‘Tools 
| For the Homeworkshop 


pared tp answer a distressed up- 
stairs cry of ‘Will you fix this 
kitchen faucet?’ ” 

Many ways in which this list 
can be used to good advantage 
will doubtless occur to hardware 
merchants. Copies of the list could 
be distributed in the tool depart- 
ment, or the list could be re- 
printed in the store’s paper, or 
other advertising matter. If the 
list is so used it is important that 
credit should be given to the spon- 
sor of the contest — The Home 
Craftsman Magazine, New York 
City. Window or interior displays 
in which all of the items on the 
list are shown with suitable ex- 
planatory show cards could also 
be used with good effect. Such 





(Continued from page 54) 


displays will convince home 
craftsmen that the store is pre- 
pared to serve him in complete 
and intelligent fashion, and is 
really interested in catering to his 
hobby. 

The prize-winning list is re- 
printed herewith by special per- 
mission. As _ previously stated, 
this list was selected for first 
place by the judges because it 
represents a workshop of wide 
scope. Since the list is only one 
of the entries it cannot be con- 
sidered as being a composite of 
all the entries, or as being typical 
of the entire contest. On this 
account, brand names have been 
omitted in fairness to all con- 
cerned. 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zine coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 
in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 








for Safety and 


Satisfaction 


ACCO 


WELDED and WELDLESS 
CHAIN 

Made by the World’s Largest 

Manufacturer of Welded 

and Weldless Chain. 


American Chain Company, Inc. 
Bridgeport, Conn. 
World’s Largest Manufacturer 
























TROWBRIDGE 
GRAFTING WAX 


“Best since 1850.’’ The leading 

Hand or Brush Wax for graft- 

ing, budding and trimming of all = 

fruit, ornamental trees, shrubs 

and vines. Also for painting tree cuts and bruises. New %, % and 
. pkgs., also 5 and 10 Ib. containers. 

Ready, profitable seller. 


GRAFTING WAX 





Treekote Emulsion 


The new and efficient tree wound dressing, 
pruning and grafting compound for all types 
of tree wounds. Also protects trees from in- 
sects and fungi. Applied cold. Not affected 
by hottest weather. Economical. 1 pt. to 5 
gal. cans. Write for Prices. 


Walter E. Clark & Son 






































of Welded and Weldless Chain Milford Box E Conn. 
BUSINESS FOR YOUR SAFETY 
LOOK FORTHE DISTINCTIVE || opicinaL “PRIMUS” BLOW TORCHES |} 


CROSS PACKAGE > 
red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


if they're 








W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 








for Gasoline or Kerosene fuels 


Made entirely of 
brass. Highly pol- 
ished. Strongly con- 
structed. Filling 
funnel on top of 
tank. The _ perfect 
Torch for both in- 
doors or out’ in 
windy, cold weather. 


Sold by leading 
jobbers or write . 


Sole Agents for U. S.A.: 
SANDVIK SAW & TOOL CORPORATION 


109 Lafayette Street 740 Washington Ave. No. 
New York, N. Y. Minneapolis, Minn. 


























— a SS 











GOOD PROFIT 








The 500-MILE 
SKATE 


Something new 
and different to 
talk about — guar- 
anteed not only for 
500 miles’ travel 
but for a full year’s 
wear... nothing 














to equal it in the 
highest quality class 
—yet moderately- 
priced. 


fers you. 














Retails for 
$1.95 te $2.25 


Special 1936 
Proposition 





NUMBERS]|| ONEverY 


—each different—each re aual- 
ity at a glance—each so clo: 
priced that a few cents one 
way or another makes the 
sale—that's what the 
Speed King line of- 






| ROLLER SKATES || rirtinint’* 










sely 












and Look! 


A TOP-NOTCH 
BALL-BEARING SKATE 
RETAILING FOR $1.00 TO $1.23 










A few years ago this 
skate would have re- 
tailed for double the 
price. you can 
meet competition with 
a product of out- 
standing value and 














HUSTLER CORP., Sterling, Ill. 
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Originated and developed STEEL Beat- 
ers and are still LINE No. | in Quality 
and Satisfaction. The ONLY ONES to 
fully support the present nation-wide 
movement of important dealers in first 
Quality HOUSEWARES, back to their 
important place in trade and resulting 


PROFITS. HELP IT ALONG. 


18 pictures would be required to here 
show this longest line in the world in 
and out of glass: a Quality model, 
assorted colors, for every hand require- 
ment. Why handle 2d and 3d grade 
lines, when LINE No. | is same price 
and alone fulfills every need? Insist 
upon LADDS from your jobber or send 
your stock orders direct to us for a 
suitable price range—for remember 


LADDS PUT THE PROFITS IN AND 
KEEP THEM IN EGG BEATERS. KITCH- 


ENWARES ARE COMING BACK 
RIGHT NOW. 


United Royalties Corporation 
1133 Broadway, New York 



















Cortland 


Gray-Wick Wire Cloth 


4 One of the best 
selling screen 
cloths ever pro- 
duced. Popular 
with thousands 
of home own- 
ers. Cortland 
Gray-Wick is al- 

ways 


Made From 
OPEN HEARTH 
Copper-Bearing-Steel 


O11 gauge wire used both 
ways. Has a pleasing dull gal- 
vanized finish. Electro zinc 
coated and enameled with a 
pigmented varnish— double 
protection against corrosion. 


We Control 
Every Operation 
From raw material to finished product. 24 
to 48 in. widths, double selvage. Individual 
fibre cartons. 


Ask your Jobber for Prices 


STEEL PRODUCTS 


“NATURAL GAS now used in our fur- 
maces produces very low sulphur steel 
whieh, together with a copper alloy, re- 
duces corrosion.”’ 






CORTLAND, N. Y 
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Aggressive Policy Adopted 


(Continued from page 61) 


one side wall and partly across the 
back. This entire row of display 
closets with orange doors, presents 
a most striking and neat appear- 
ance. 

From a publicity standpoint the 
most striking feature of Madway’s 
store is the huge mural covering 
on one wall. This piece of art mea- 
sures twenty-one feet by seven feet, 
and is one of the first things no- 
ticed by customers who enter the 
store. The painting was done on 
Mr. Madway’s order by Bertram 
Goodman, a pupil of one of Amer- 
ica’s outstanding muralists, 
Thomas Benton. The piece is en- 
titled “The Evolution of Tools,” 
and fulfills the idea that Mr. Mad- 
way had in mind; namely, depict- 
ing man before the stone age, then 
on up to the iron age and hand 
forged tools, up to the present use 


of modern tools. It is asserted that 
the entire work is done with tested 
materials so successfully used by 
the old masters—such ingredients 
as white of eggs, etc.—and that the 
colors will stay bright and perfect 
for ages. 

When this painting was first 
complete, Madway’s came in for 
all kinds of wide publicity. It was 
at the time when the Government 
was appropriating money for art 
work and the public’s interest in 
art had been stimulated. Hence, 
the appearance of this painting in 
a Philadelphia hardware store 
created considerable news interest. 
The consequence was that Mad- 
way’s had splendid write-ups, not 
only in the Philadelphia papers, 
but even those of New York and 
other cities. 





Clamp Assortment 





Contains 13% ‘dozen “Sure-Grip” 
clamps in six sizes put up in this at- 
tractive counter display carton. Three 
sizes are for use on garden hose, beer 
pumps, automobile heaters, etc. Other 
three sizes are for use as automobile radi- 
ator clamps. It is stated that they are 
flexible enough to be fitted around con- 
nections without removing hose and they 
are galvanized after all machining opera- 
tions are completed, preventing raw 





edges to rust or corrode. J. R. Clancy, 
Inc., Syracuse, N. Y. 





Inspection Plan For 
Everedy Door Closers 


The Everedy Co., Frederick, Md., will 
send, post paid, a sample of its Everedy 
Door Closer to dealer or wholesaler, on 
request. This “Sample - On - Approval” 
plan was devised so that the product may 
be properly inspected before purchased. 
A feature of this Door Closer is its 
double-jointed door bracket. 





Motion Window Display 


For Hotpoint appliances. Electrically 
animated arm swings back and forth 
pointing out the appliances. Reproduced 
in rich colors and is in three sections. 
Center piece, 36 x 36 in., will accommo- 
date three large or four small appliances. 
Side panels spot the coffee maker and 
automatic Hotpointer Toaster. General 
Electric Co., Merchandise Dep’t., 1285 
Boston Ave., Bridgeport, Conn. 
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COBURN 


oy WAREHOUSE DOOR 
HARDWARE 


@ A patented Track using a channel iron 
or |-Beam is sold exclusively by Coburn 


for supporting heavy sliding doors. No 
opening is too wide, and no door too 
heavy for No. 750 Track and Hanger. 
No supporting beam is required, as the 





Track can be made an integral part of 
the building. Detailed information will 
be furnished on request. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 















WILDER’S Lion Half-Soles 


Popular Display Assortment In The 
No. 50 Lion Tap Cabinet 


Contains 1 doz. pairs each of 10¢, 15¢, 
20¢ and 25¢ grades of Lion Taps. Total 
4 doz. pairs complete with nails. Gross 
wght. about 15 Ibs. Sold through Job- 
bers. Retail value $8.40. Dealer’s 
profit 50%. 








Refills always available. 


Lion Taps are also sold for display independent of cabinet, packed one 
dozen pairs of a grade in an attractive display carton. Prices range 
from 10¢ per pair to 50¢ per pair, including nails. 

Give us name of your ' ed and receive FREE, a sample 
pair of 10¢ LION TAPS 


WILDER & COMPANY ie 1038 Crosby St. 


Chicago, Illinois 














VAUGHAN’S Famous line of new Catalin 


handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 


Send for Prices and Details on this Complete Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


3211-25 CARROLL AVE. 





| 
| 


CHICAGO, ILL., U.S.A. | 





CASH IN . 


N 
. QUALITY 


BICYCLES 


This is the year to cash in on quality bicycles! 
There is no surer way to do so than with the 
Columbia franchise. Open territory still avail- 
able. Write for details now! 


THE WESTFIELD MFG. COMPANY 
Westfield, Massachusetts 





NEW IMPROVED FAUCET WASHERS 
EASY-TACH a5 - 









Just push in—no THE OLO THE NEW 
tools needed. 


Avoids broken Pat. No. 
and corroded a 
screws. 


Put up 6 Super-Quality Beveled Rubber Washers and 
4 patented Washer Holders on a Display Card—to re- 
tail at 10c per Card. 

Samples sent upon request 


KEYSTONE BRASS & RUBBER CO., Phiscdeinia: Ps: 











Repairs Unsightly Chipped Porcelain 


When home owners hit and chip 
porce'ain or enamel fixtures— 
Tilette Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain and 
Enamel Sinks, Bath Tubs, 
Lavatories, Refrigerators, etc. 
ly for use, waterproof, 

dries quickly with a perma- 

nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter disp'ay. Quick 25 
cent seller. Liberal profit. Ask 
your jobber to supply you. 
If he cannot, write to us. 


















Liquid Porcelain Glaze 


TILETTE 
CEMENT CO., INC. 
401 Lafayette St., 

N. Y.C. 

1115 Temple St., 
Los Angeles, Calif. 











ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 





Price $10.00 a Copy 
Cheek with Order 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 











KRUSTOFF 


Cleans and prevents rust on 
enameled stoves, ovens, stove- 
pipes, tools, machinery. Every 
home needs it. 


Made by the makers of 
STOVINK 


Johnson’s Laboratory, Inc. 
WORCESTER, MASS. 
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L. the heart of Philadel- 
phia.. 
cially and geographically. 


BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 


. socially, commer- 






Rates begin at “WR 
$3.50 


Booking Offices 
New York: 11 W. 42nd St. 
Longacre 5- ty 
Pittaburgh: Standard Life Ridg. 
Court 1488 rt) 












LARK 


BOLTS 
SCREWS 
NUTS 










The service they give the 
user, plus the prompt de- 
liveries we give you on 
all orders, are the reasons 
we have gained the repu- 
tation of giving REAL 
SERVICE. 


SELL CLARK'S 


CLanx Bros Pott (ph 


Bemiss St. Milldale, Conn. 
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Improved Gasoline And 
Kerosene Lamp Mantle 


The Lindsay Light and Chemical Co., 
161 East Grand Ave., Chicago, has an- 
nounced its Lindsay Rosette No. 200 





for gasoline and kerosene lamps and 
lanterns as the newest development in 
improved rayon mantles. Mantle is 
round in form and, according to the 
manufacturer, of sturdy double weave 
rayon fabric and provides maximum 
candle power. The dealer cost is $6.50 
per gross and the maker suggests they 
be sold at 2 for 15 cents. 


Sickles-Loder 
Catalog No. 35 


Sickles-Loder, Inc., wholesale firm in 
the Port Authority Commerce Building, 
New York City, has recently issued its 
catalog describing and illustrating the 
various lines carried. The catalog con- 
tains a sectional index, products index 
and information of the company’s 
facilities. 





Norge Line for 1936 


Norge Rollator Refrigerators have 
been redesigned to eliminate all appear- 
ance of squareness yet retaining har- 
mony and simplicity of design. The 
interiors have many improved and 
added features for utility and conveni- 
ence. The Concentrator Gas Range 
line has also been redesigned in the 
same manner. There are nine models 
with a flexibility of color and features. 








Two models have been added to the 
washer line. All have Autobuilt trans- 
mission and the same _ system of 
Quietors. They require no oiling for 
at least five years, and are available 
with friction drive pump. Model 56-G 
and 76-G are available with gas engine. 
New models have been added for the 
1936 line of ironers with further im- 
provements in design and construction. 
Norge Corp., Detroit, Mich. 





MOREE CONCENTRATOR GAS RANGE 
: 7 oe - BS = 
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WHITING -ADAMS 
COMPAN Y 


690-710 HARRISON AVENUE ¢ BOSTON, MASSACHUSETTS 











COIL CHAIN 


Other Hodell Chains 


WELDED — Proof Coil Chain @ Steel 
Loading Chains @ Trace Chains @ Well 
Chain @ Cow Ties®@ Log or Binding 
Chains @ Heel and Butt Chains @ Breast 
and Wagon Chains © WELDLESS — 
Tie Outs @ Pump Chain @ Porch 
Swing Chains @Cow Ties @ Dog Chains 
@ Sash Chain 


THE CHAIN PRODUCTS CO. 


3934 Cooper Ave., Cleveland, Ohio 
Established 1886 



























FOR THE 


HARD ZAN iS aN P) nO) | Bf 
ALLEN’S RE-DESIGNED 


SUPREME 
or. LINE 


LAWN SPRINKLERS AND 
The “Winfield” is MCkgid®] 4p MmL@bl4 Reweiag 


popularly priced and Hit-14 ley We \R@lcuaaiedaan 


Catalog 
items—some entirely new, others c< 
signed. Profusely illustrated wit!: color plates and 


ASK y1@) 0); halftones. Send for your copy today 
e):}:14) W. D. ALLEN MFG. ‘or 


566 W. Lake Street, Illinois 
28 Warren St., New York y 9 Se Yor! 















REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 


fied advertising section 
of HARDWARE AGE. 
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Stores say: ‘‘It’s a Sensation!’’ 
Make quick profits with HANSON 


SILVER CLIPPER 


* Strikingly beautiful, with silver and 
black dial, this original new SILVER 
CLIPPER sells on sight. 
See these features: 
1. Modernistic design 4. Unusual accuracy 
2. Eye appeal 5. Reasonable price 
3. Improved mechanism 6. Attractive profits 





Ask your jobber for prices. 


HANSON SCALE COMPANY cést. 1888) 
525 N. Ada St. 1150 Broadway 
Chicago New York 


R. MURPHY’S STAY SHARP 
ce ROOFING KNIVES ‘vin" 




























2 ee Ae . - long— 
o. |, a. 


Highest Bie sherke onion Depend- 


| ; 

P , ability—Reasonable Prices . . . Make | Butcher Knives 
a Sere Master workmen look for the name | Oileloth Knives 
Shoe Knives | R. MURPHY on a work knife. . . . | Plaster Knives 
Oyster Knives | They know from experience RR. | Kitchen Knives 
Skiving Knives | MURPHY'’S Work Knives are their | Stencil Knives 
Rubber Knives | Dest buy. —— Training 
Clam Knives Are you—as a dealer—profiting by Roshan Knives 
——- a | this fact? Shirt Cutters’ 
‘gar Knives Write for Prices and Complete Blades and 
Pruning Knives | f C Salen vane Handles 





ROBERT MURPHY’S SONS CO., Ayer, Mass. 


Makers of the finest Work Knives for 86 years 


























Preferred because of durability and 
accuracy SHIELD BRAND Toots sell 
on merit alone. 


THE STANDARD TOOL (0. “Sni6%° 


BRANCHES: NEW YORK — DETROIT — CHICAGO 


SILENCE IS GOLDEN 


.. and selling the Silent Yard-Man 


























means golden profits for you. It's 
the most advanced of all iawn 
mowers. Write for details of the Si- 


lent Yard-Man Demonstrator Plan. 


YARD-MAN, INC., 
JACKSON, MICHIGAN 





ese YARD-MAN 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 
at special rate of one cent a word, mini- 
mum 50 cents per insertion. 

All Other Classifications 
Set Solid, Maximum of 50 words... .§3.00 


Each additional word - 06 
All Capitals, Maximum of 50 weeds. - 4.00 


Each additional word .......+.++ 06 
Allow Seven Words for Keyed Address. 
Boxed Display Rates 
Ome cccccccccccccccsccece «+++ 85.00 
Rech additional inch ........+++++ #00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


— e an 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


HARDWARE AGE is published every other 





Thursday. Classified forms close 13 days 





previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your cumumniune and replies te 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York Clty 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





BUSINESS OPPORTUNITIES 








matieee: KNOWN — 
LOOKING FOR A 
EXPERIENCED HARDWARE: MAN 
Age 30 to 40 years, to take charge of their New 
York Office. Office has been established twelve 
years. Applicant must be acquainted with jobbing 
in Metropolitan District, Philadelphia, Bal- 
Washington and Virginia. Salary and 
Address Box B-947, care of HARDWARE AGE, 
239 W. 39th St., New York City 








Sales Representatives Wanted 


To sell leather half soles and rubber heels to 
jobbers in New England, Ohio, Indiana and 
Southwest. Straight commission on all orders re- 
ceived from territory. Line established in 1920. 


THE HAGERSTOWN LEATHER COMPANY 
Hagerstown, Maryland 














MANUFACTURERS’ AGENTS’ WANTED. 
ELECTRIC WIRING devices, heating pads; 
wholesalers, departments, chains, better retailers. 
State territory and trade. Prominent eastern 
manufacturer. Address Box B-983, care of Harp- 
warE Ace, 239 W. 39th St., N. Y. City. 





WANTED —HARDWARE SIDELINE 
SALESMAN — EXPERIENCED and well ac- 
quainted in department stores, retail, hardware 
and garden supply houses for selling fast moving 
item. Address Box B-975, core he HARDWARE 
Ace, 239 W. 39th St., N. Y. 





MANUFACTURER OF A NEW LINE of 
stainless steel utensils, specialties, etc., has ex- 
clusive territory for several experienced salesmen 
on commission basis. Jobber, department. store, 
premium, furniture and hardware trade following 
highly desirable. Address Box B-977, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 





SALES REPRESENTATIVE WANTED, 
PREFERABLY WITH following in the indus- 
trial field for side line, a universally used hard- 

ware article of high merit, selling at very com- 
petitive price. Unusual commission. Address Box 
B-981, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 





ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 


WANTED —SALESMEN CALLING ON 
HARDWARE and house furnishing retail stores, 
chain stores, auto accessory stores to sell a line 
of chamois and sponges. Side line or full time 
on commission basis. Full protection repeat busi- 
ness. Write full particulars. Address Box B-986, 
care of Harpwake AGE, 239 W. 39th St., N. Y. 


City. 





SALES REPRESENTATIVE WANTED, 
NOW CALLING on jobbing, chain and depart- 
ment store trade to sell moderately priced in- 
secticide, polishes and waxes. Guaranteed quality 
products. Attractively packaged. Our season is 
now approaching. Good proposition for men with 
following. Commission basis. State territories 
covering and references. Address one | B-988, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





A LARGE AND WELL-KNOWN COM- 
PANY, manufacturing a varied line of hardware, 
are in the field for commission salesmen, who in 
turn must have well-established lines and fields 
of activity either among jobbers and large con- 
sumers, or separately. In reply give full details 
of territory regularly covered, and firms repre- 
sented. Address Box B-970, care of HarDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMEN WANTED. NEW YORK 
WHOLESALE electrical house has several open- 
ings for representatives in States east of the 
Mississippi. Men covering large hardware ac- 
counts preferred. Attractive catalogs illustrat- 
ing our line available for distribution by our 
representatives. Straight commission basis. Ex- 
cellent opportunity for live wires. Write stating 
experience and territory covered. Address Box 
B-980, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


¢ BUSINESS OPPORTUNITIES 











How About Your Sales? 


Manufacturers about to put out new 
products—do you know what the po- 
tential market is—the salability of 
the product — prices obtainable—ad- 
vertising necessary. 

What about your present products? 
Perhaps a minor change will speed 
up sales. You must have the facts 
about your market—what the de- 
mands and trends are NOW. 

We can get accurate facts from the 
most reliable sources quickly and at 
a much lower cost than you wouid 
expect to pay. Write us giving brief 
details of products including cata- 
logue, for estimate. 


The Federated Sales Service Inc. 
729 Boylston Street, Boston, Mass. 


SALES ACCOUNTS WANTED 


A WESTERN CANADA MANUFAC- 
TURER’S AGENT, selling to wholesale 
hardware, department stores and 
builders’ supply houses, is interested 
in arranging to represent a few large 
manufacturers. 


Address Box B-974, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 
































LINES WANTED—FAST-SELLING LINE 
wanted by manufacturer’s agent calling on depart- 
ment stores, chains, electrical, hardware and drug 
jobbers in Michigan. Electrical specialties, smal] 
appliances or supplies preferred, but what have 
you that will appeal to the low-priced quantity 
buyer. Address Box B-979, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 


MANUFACTURER’S DISTRIBUTOR AND 
JOBBER SELLING to retail hardware, house 
furnishing, department store, chain store trade in 
Pennsylvania, New Jersey, Delaware, looking for 
additional lines to handle on a jobbing or dis- 
tributor basis. Address Box ies care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 








SALESMEN: SELL ATTRACTIVE 10c-25c 
ITEM. Rust and tarnish remover—metal—porce- 
lain renewer. All hardware, chain, department, 
auto, sporting goods, drug, grocery and general 
stores. Attractive commission. Territories open. 
Address Box B-985, care of HArpware AcE, 239 
W. 39th St., N. Y. City. 





WE WANT SEVERAL SALESMEN NOW 
devoting their entire time selling to department 
stores to sell our line of dust mops and wet mops 
as a side line on commission. State experience 
and territory wanted. Full territory protection. 
Address Box B-972, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 
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OLD ESTABLISHED UP-TO-DATE HARD- 
WARE STORE, modern fixtures. Large store 
at very low rent; at 60% of inventory value, for 
cesh. Reason for selling—on account of health. 
(Metropolitan District.) Address Box B-971, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 





WANTED TO PURCHASE: AN ESTAB- 
LISHED hardware store in New England, in 
community with drawing population of 15,000 to 
50,000. State full details, including type of mer- 
chandise carried and amount of inventory. All 
replies will be held in strict confidence. Address 
Box E-3, care of Harpware Ace, 140 Federal St., 
Boston, Mass. 





POSITIONS WANTED 


Hardware Personnel 


Our files contain applications of several hundred ex- 
perienced ow well-trained employees in the hard- 
ware industr 
NO CHARGE 1 SERVICE FOR THIS 

If we can be to you, just phone 
CIATED. PLACEMENT BUREAU 

152 West 42nd Street New York City 

WIS. 7-1802, 1803 
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POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





EXPORT EXECUTIVE, LONG EXPERI- 
ENCE, at present employed by New York Ex- 
porter, would prefer employment with manufac- 
turer, New York, or New England. Address 
Box B-984, care of HARDWARE Ace, 239 W. 39th 
St, WE. Y. City. 


we to WANTED BY MIDDLE-AGED 
AN. Twenty-nine years’ experience as an ex- 
oon ol in hardware, tools and automotive sup- 
plies, wholesale and retail. Address Box B-973, 
an of Harpware AcE, 239 W. 39th St., N. Y. 
ity. 


YOUNG MAN EXPERIENCED HARD- 
WARE AND sporting goods clerk and _ book- 
keeper. Can type and operate mimeograph. Good 
health. Good reference and will go anywhere. 
Address Box B-954, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 











SALESMAN WITH ESTABLISHED FOL- 
LOWING AMONGST hardware, house furnishing 
and _ variety jobbers, also contact department 
and chain stores in Metropolitan New York area 
desires connection with reputable manufacturer. 
Address Box B-978, care of HarpwAre Acz, 239 
W. 39th St., N. Y. City. 





SALESMAN 11 YEARS’ EXPERIENCE 
SELLING to wholesale hardware and woodenware 
trade in the following territory: Ohio, Kentucky, 
West Virginia, Virginia, Carolinas, Georgia, Ala- 
bama. Single; can make headquarters as desired. 
Salary or drawing account. Address Box B-976, 
ae of Harpware AcE, 239 W. 39th St., N. Y. 

ity. 





HARDWARE BUYER: WHOLESALE, 
EIGHTEEN YEARS’ purchasing experience. 
Capable, reliable and competent. Making change. 
Twenty years’ wholesale experience with two job- 
bers. Excellent record and references. Know the 
jobbing business from to Z. Correspondence 
invited. Address Box B-966, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 





TRAVELING SPECIALTY SALESMAN 15 
YEARS’ EXPERIENCE covering 36 States sell- 
ing to wholesale hardware, auto, factory, plumbing, 
sporting goods, large industries, railroads, con- 
tractors, large retail hardware, furniture and seed 
iobbers. Clean cut, active, convincing, experienced 
in demonstrating and advertising. Address Box 
B-944, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





ADVERTISING—SALES PROMOTION: 16 
YEARS preparing manufacturers’ advertising and 
sales plans—worked with dealers and _ specialty 
salesmen—familiar with electrical merchandising, 
air-conditioning, and new building and moderniza- 
tion—will bring broad and intensive experience to 
company requiring advertising or sales manager. 
Address Box B-965, care of Harpware AGE, 239 

39 St.. N. Y¥. City. 


EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, mill 
and factory supplies; store departmentizing and 
display work, also considerable experience in win- 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box B-961, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. C. 


YOUNG LADY OFFICE MANAGER, BOOK- 
KEEPER, stenographer, 7 years’ experience re- 
tail hardware, electrical appliances, house furnish- 
ings and heavy hardware. Credits and collections. 
Good education, honest, dependable, good worker, 
thorough. Excellent record. Highest references. 
Age 28. Of good family. Good moral habits. 
Will go anywhere. Address Box B-982, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 




















Do You Know That— 


():Z19 
one 0.: the subscribers whose sub- 


scriptions expired during 1936 renewed their 
subscriptions to HARDWARE AGE. 


This renewal rate of 80.71% is really close to the highest possible, 
considering the personnel changes and normal mortality of the field. 


Since there is nothing to induce subscriptions other than the hard- 
ware man’s desire to read and use the paper, this renewal rate 
affords a direct indication of the very high degree of interest with 
which HARDWARE AGE is regarded by its readers. 


Advertisers, experienced in marketing through the hardware trade, 
’ know that it Pays to Concentrate in HARDWARE AGE. 
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rf Advertising Our 
3 Advertisers 
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The advertisers in HARDWARE AGE are not merely our advertisers 
ie but your advertisers as well. Patronize them to the full extent of your 
ne requirements, because— 


133 —They are worthy of your support. Being leaders in their 
| 107 fields, they feature in straightforward, dependable adver- 
95 tising the merchandise and service that will profit you in 


Mest the conduct of your business. 
—They can be whole-heartedly depended upon. 


—They are concerns that are in business to stay. 


et —They believe in the future security and success of the hard- 
10-11 ware trade. 

Peed 

ie ° ° 

151 —They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and 
profitable hardware merchandising. 


46 They deserve your support for their help in making possible the finest 
business paper published for the hardware field, the recognized authority 
of the trade for over seventy-five years— 


. 151 Mention HARDWARE AGE when writing to your advertisers. 


. 125 


= HARDWARE AGE 


. 150 


- A Chilton Publication 
160 239 West 39th Street ® New York City 


’ 109 
* 137 


AD Chmster Diesen —A ED: ton. 
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MOULTON Ladders Will 
“Step Up’ Your Sales : 


Here’s the YALE—a (Mechanic 
Type) Stepladder of quality. 
Strong, safe, durable. A popular 
seller. its Malleable top hinges are 
clamped over top—!/4, in. Steel rod 
under each tread with truss block. 
Steel braces under bottom tread. 
Cadmium plated hardware. Sides 
3% in. Legs 24% in. with 1% in. 
rungs. Treads 3% in. Sizes 3 to 
12 ft. Wgt. approx. 3 Ibs. per ft. 
— models for every require- 
ment. 





Send for Literature and Trade-prices. { 


THE MOULTON LADDER MFG. CO. f] 


Somerville Mass. 














MOLDED RUBBER GOODS 
7 & Lp as 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mana- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


Summ ¥ 





























Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 








Miational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 

line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 





National Manufacturing Co. 
STERLING *: ILLINOIS 














Genuin°NQMES 2° SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
405 SET- 10% SET- 10% SET SAVE FURNITURE 

5 & FLOORS-CREATE QUIET 
le = ne NOISELESS FOR TILE 
7 ‘= CEMENT OR MARBLE FLOORS IN 

— BATH ROOMS. RESTAURANTS, ETC. 

I LARGE SIZE FOR METAL & WOOD BEDS 

E54 LARGE CHAIRS & ALL FURNITURE... 

Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 




























¥ Look for words DOMES of SILENCE 











ai rp BRUSH-NU COMPANY 


haar MORE MARYLAND 











MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 


Ten years of constructive service to the Hardware 
Trade has established Bunting Store Magazines as 
resultful, direct-to-home advertising media. 

Ask about the New A tested means of cooperative sales effort for 
Bunting Service aggressive dealers, jobbers and manufacturers. 


The Bunting System 


NORTH CHICAGO, ILL. 





MANY EXTRA DIMES FROM THIS 






New All-Metal Revolving Display Cabinet 
I and its FREE! 


eens costae a steady r vethea 
for Moore Push-Pins, aluminum or 
glass headsand Moore Pushless Hangers. 


Our new Revolving Display Cabinet given 
absolutely free with 72 window front pack- 
ets... occupies only 6% square inches 
of counter space ... makes sale after sale. 
Get one from your jobber today... 
then watch the extra dimes build 
your daily volume. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 
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DIETZ LANTERNS 























HN pr 


—7— NOW ror FALL TRADE 





D IETZ Lanterns hold such an over- 
whelming customer preference that 
they are the lanterns stocked in 
most hardware stores. 


This preference for Dietz Lanterns is 
based on undeviating high quality of 
manufacture, superior lighting power 
and stormproof burning reliability. 


There is also a fair price for Dietz 
Lanterns and it is generally main- 
tained to the benefit of users and 
the year-round profit of dealers. 





Sell customers Dietz Lanterns—the 
lanterns that most of them prefer. 
It Pays! 

yiap 4 


. LANTERNS 


R. E. DIETZ COMPANY . . . NEW YORK . . . FOUNDED 1840 





WINCHESTER 


TRADE MARK 


SHOT SHELLS 


Leader Super Speeds and 
Repeater Super Speeds in 
high power, long range... 
Leaders, Repeaters and 
Rangers in the regular 
range of loads. 


WwW 


YOU NEVER MISS THE SHOOTERS 
WHEN YOUR SHELL TRADE’S GOOD 


| 7 EEP them coming, and coming strong, 
aX with a plentiful stock of Winchester 
World Standard Shot Shells. Wanted—and 
supplied at a full range of popular prices 
for every gun that throws shot, from 
squirrel, rabbit and crow loads to buck- 
shot and single-ball loads for deer. Fa- 
mous ever since muzzle-loading days for 
best improvements, materials and manu- 
facture—from untiring scientific pioneer- 
ing backed by progressive manufacturing 
leadership in serving a world-wide mar- 


ket. Advertised effectively, in magazines, 
folders, booklets, catalogs and display 
material, to millions of shooters—for 
hunting, skeet, trap, hand trap, pest and 
varmint shooting. Unsurpassed in display, 
as they are in performance. 


Place your order NOW for Spring, 


/ 


Summer and big Fall demand. For correct 
load numbers and combinations, refer to 
your Winchester Catalog or special Shot 


Shell folder. 


4-Color Shell Folder FREE 


r ee latest revised edition of the Winchester Shot 

Shell folder answers virtually every question as 
to load combinations that any customer may ask 
about Winchester Shells. Attractive 4-color cover. 
Shows each carton, each shell, in four colors. Ex- 
plains Winchester short shot string advantages in 
Super Speed shells. Tells, too, the superiority of 
Seal-tite wads—used by Winchester under patent 
license. Lists all loads. Keep copies handy on your 
counter. Write us for a supply. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN.., U. S. A. 
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